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WANTED: 


A. CHAT WITH 
“PRINTING GROUCHES”: 


You know the feeling; you've felt that way yourself. 





' And it's a constant source of worry; no solution has 
ever been offered. That is, up to the time Brooks & Porter's 
service has been taken advantage of by busy executives. 
Now—their problems, be they printing, lithography, 
window displays, cartons, or even a small folder—are all 
expertly handled under one roof, from creation to finished 
job, quickly, economically and thoroughly. When 
you turn a job over to Brooks & Porter, you lose 
your “printing grouch” and gain the services of 
an organization experienced in handling the 
requirements of many leading advertisers. 
Call WAlker 5-9494, and see. 


BROOKS & PORTER 


INCORPORATED 


304 HUDSON STREET, NEW YORK’ WALKER 5.9494* 




















N every detail, of every activity, the vital need is to 
know the Truth! And as a most important detail of 
your business is the wrapper which guards your product, 
we believe you will be interested in having this book. 
It states some vital TRUTHS about wrapping—both for 
protection of foods and added refinement of package. 
Your own products are probably discussed because the 
booklet virtually covers the food industry. Send coupon 
for a free copy; it will give us pleasure to add suggestions 
on your individual packaging needs—if you so desire. 


KALAMAZOO VEGETABLE PARCHMENT CO. 


KALAMAZOO - MICHIGAN 


“This new revised edition of our bookie: on 
modern food packaging is now ready to be 
sent you with our compliments, in the hope 
that, like the prince in search of TRUTH, 
you will be able to find it.” 


UNCLE JAKE 





KALAMAZOO VEGETABLE PARCHMENT CO. 
Kalamazoo, Michigan. 

Gentlemen: Please send me a copy of your booklet 
TRUTH, | am especially interested in wrappers for 


Name 
Address ; 
City ae State 
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® Two million packages a month 
is hitting into the high produc- 
tion figures. Yet the Crystal 
Corporation attain just thet, 
with apparently little effort. On 
the front cover is shown a few 
of the items, illustrated in color. 
The plates were furnished 
through the courtesy of that 
company. 


© If you want a good smile, 
don't fail to read the article 
"Old Wine in New Bottles" on 
page 44. It strikes directly at 
some of the package "fetishes'’' 
that we all know about. 
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® Deerfoot Farms Adopts New Packages 
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® New Products . .. New Cartons...... 
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® Building Acceptance and Preference for Infants’ Shoes... 
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By Will Read 
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ATIONAL Tubes possess many 

advantages which make them 
ideal containers for innumerable 
products. They give perfect pro- 
tection to contents, are absolutely 
sanitary, easy to pack and ship, 
easy to use, practically unbreakable 
and decided economical. 


Carefully processed from quality 
materials and rigidly inspected— 
National Tubes are noted for their 





beauty and perfection in minute 
detail. 

The cap on the Williams Shaving 
Cream tube is our patented "Cap- 
tive Cap" which cannot fall off 
when unscrewed. We also supply 
the regular metal or molded caps. 
May we submit suggestions for 
decorative treatment of your tubes 
and forward one or more sample 
tubes for your inspection? 


NATIONAL COLLAPSIBLE TUBE CO. 


Providence, R. I. 
New York Office—331 Madison Avenue, Telephone Murray Hill 2-1745 
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FREDERICK H. LEVEY COMPANY, Inc. 


59 BEEKMAN STREET, NEW YORK, N. Y. CHICAGO OFFICE—22! EAST 20th STREET 


MODERN PACKAGING 


COLOR 
COMMANDS 
ATTENTION 


1223 Washington Avenue, Philadelphia, Pa. 


Wt merchandisers know that there is nothing that 

commands attention like color—and they avail 
themselves of its value as a merchandising force on 
packages of every description. 


Transparent wrappers, for example, can now be made 
as colorful and attractive as any other form of pack- 


aging. 


To enable manufacturers to secure the most effective 
results in printing transparent cellulose and glassine 
papers, we have made special inks for this purpose. 
Like all Levey Inks, they have exceptional printing 
qualities, besides being unusually brilliant and flawless 
in tone. 


The sample sheet on following page shows the effec- 
tiveness of these inks on Sylphrap (transparent cellu- 
lose), printed by the Daniels Mfg. Co., Rhinelander, 
Wisconsin. 


Use Levey Inks for your packages and wrappers and 
cash in on the appeal of brilliant color. 


SPECIFY LEVEY INKS 
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EEP the package they remember 


$1.50 VALUE 
FOR 


--- ADD 
ANOTHER, 


REGULAR 
$]Q0 SIZE 


6 


“Act very well to talk repackaging,” 
says the manufacturer, “but how about 
the years I’ve spent educating people to 
this present package?” 

You can do three things, if that’s 
your question. Take the bull by the 
horns and discard your old package 
entirely. Better, modify it a little at a 
time. Or, if you don’t like either of 
these, do what Listerine has done 
keep the old familiar package, and add 
another, capped with Durez! 

Too many millions of people recognize 
the Listerine uniform to warrant any 
radical change in it. But since some 
change for the better had to be made to 
keep up with progressive competition, 
the makers of this product worked out 
another approach. Now you can secure 
free with every dollar bottle of Listerine 
the attractive dressing-table “refill” 
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CAPPED WITH 


DUREZ! 


illustrated above. The bottle 


is of translucent giass, the ef 
name is blown in, and the cap fe 


is of Durez, molded by Colt’s. Aj | 


Listerine uses Durez clo- 
sures for the same reason that 
almost every other leader in 
the drug and perfumery fields uses them 
—they brighten up the container, add 
a note of smartness, attract the wander- 
ing eye of the customer, and uphold the 
product’s prestige. Light, easy to screw 
down, gripping firmly, Durez comes in a 
variety of beautiful colors. And even 
strongest solutions have no effect! 

We do not perform the actual mold- 
ing operations in making closures, trays, 
jars and packages of all descriptions, but 
furnish the raw material to the custom 
molder with whom you work... . If 
Squibb, Listerine, Zonite, Parke-Davis, 


Iodent, Pinaud, Dorothy Gray, Palm- 
olive, Norwich Pharmacal, Ambrosia 
and dozens of other concerns find it 
profitable to use Durez, isn’t there 
something here worth your looking into? 

Write to General Plastics, Inc., 91 
Walck Road, N. Tonawanda, N. Y. 
Also New York, Chicago, San Francisco, 
Los Angeles. 


DUREZ 


Reg. U. S. Pat. Off. 
THE PERFECT MOLDING COMPOUND 
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| protected 


PATERSON 
GENUINE 
VEGETABLE 
PARCHMENT 






Hundreds of leading brands of packaged foods now 
carry this Key mark on their wrapper. Thisnationally 
advertised symbol of wrapper protection comes in 
two sizes . . . 84 inch or 1 inch high. It will be in- 
cluded anywhere on your printed wrappers, at no 
extra cost. It is a simple, effective way of telling your 


customers that your product is carefully protected. 
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A eustomer is an 
expensive luxury 
-if she only buys once 


What do you do to protect the good work of your sales force 
and your advertising to bring you new customers? 

Nothing beats delivering your product to the customer’s 
table with all the freshness and flavor you originally put 
into it. Good advertising and a good loyal retailer can make 
them buy it once but in the last analysis it must TASTE 
GOOD to make them come back for more. 

Paterson Genuine Vegetable Parchment is the finest 
flavor insurance you can buy. Absolutely insoluble—no 
odor even when moist. It is grease-proof and tasteless, too. 
That is why it gives your product a chance to make good in 
its own full-flavored way. 

We will be glad to send you sample working sheets with 
quotations on the various weights and quantities in which you 
might be interested. Paterson Parehment Paper 
Company. Passaic, N. J. Sales Branches: 


Chieago, Ill. and San Franeiseo, Cal. 


PATERSON Genuine VEGETABLE PARCHMENT 


Commerecial Patapar 


The Insoluble, Grease-proof Wrapper for Quality Produets 
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Onlzed 


CONTATNERS 








A SYMBOL 


of vast St enificance and importance 
to all users of Glass Containers 


In 1929 two rugged old giants of the glass 
industry clasped hands. Both stood upon ad- 
jacent peaks of accomplishment. Behind each 
lay long years of service in developing man- 
agement and production toa point where the 
glass containers that bore either name were 
accepted as BEST by the customers who used 
them. The familiar “O” of the Owens Company 
in its square frame and the well-known Illinois 
“I” in its diamond-shaped frame were sym- 
bols that stood for an enormous background 
of human thought and skill, for problems met 
and solved, for tasks well done. 

The Illinois Company had been in operation 
since 1873; the Owens Company since 1903. 
When these two great companies joined forces 
they fell into step toward still greater accom- 
plishment and still better service. ...As the 
Owens-Illinois Glass Company they extended 
their efforts beyond their products to render 
valuable assistance to their customers. 

Today the “O” and the “I” are combined in 
the symbolized word Onlzed. This term is 
already widely used in the midst of hurried 
American business life to denote with staccato 
brevity a standard of quality and service that 
ac | require pages of specifications to set 
forth in detail. 

With this one word the customer designates 
glass containers the entire production of which 


shall be under the most rigid control from the 
choice of their raw materials to their final 
checking and approval when released. It means 
that the ablest engineering and glass making 
talent in the countryis constantly alertin grasp- 
ing every means for betterment of the product. 


Thesingle, compact word,— Onlzed ,commands 
the activities of plants and offices from coast 
to coast. It opens the doors to the facilities 
of a Research Laboratory and Design ser- 
vice maintained wholly for the solution of 
customers’ problems. ... It is the password 
admitting the customer to the advantages ofa 
factory system so marvelously flexible, yet so 
thoroughly standardized in equipment that 
instant and perfect fulfilment of every require- 
ment is available in any part of the country. 


Onlzed extends its vigilant, all-embracing assur- 
ance of quality and service even beyond the 
vast range of enterprises in which glass contain- 
ers are used. Through the Industrial Materials 
Division, Onlzed represents progress toward 
other fields where glass may bring improved 
processes, new conveniences and lower costs. 


Onlzed means, in brief, trained men, experi- 
enced operation, quality products. It stands for 
eternal pa. and, greatest of all, for a 
spirit of helpfulness toward every user of the 
Owens-Illinois Glass Company’s products. 








OWENS-ILLINOIS 


PROPRIETARY AND PHARMACEUTICAL WARE 
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RIEGEL PAPER \ 


FOR EVERY PACKAGING NEED |; 


HE Riegel Mills make the widest variety of ~ 

packaging papers in the country. In addition 

to Embossed, Plain, Waxed and Printed Glass- 
ines—Greaseproof—Waxed Sulphite and Imitation 
Parchment—an endless chain of special papers 
are made to fit the specific needs of individuel 


manufacturers. 


What does your product require? Moisture resist- 
ance, moisture retention, grease resistance, eco- 


nomical transparency, a self-sealing wrapper, a 
wrapper that will not dry out and crack? Whatever 


the requirement, there is a Riegel Paper adapted 
to your needs, or we can make ome for you. Our F 


prices are designed for substantial savings. 


RIEGEL PAPER CORPORATION 


342 ‘Madison Avenue, New York, N. Y. 


Printed on Plastic Riegeline 24x36—25 Ib. 














THESE FAMOUS BRANDS ARE 
BY 


PNEUMATIC MACHINES 


This array of famous flour brands, tight wrapped by 
Pneumatic Machines, indicates two significant facts to 
every manufacturer of flour. First, the rapidly increasing 
tendency toward the packaging of flour in cartons. 
Second, the almost universal use of the Pneumatic Tight 
Wrapping method by the largest and most progressive 
merchandisers of flour. 


The success of the ‘‘flour in cartons idea’’ and the fact 
that Pneumatic Tight Wrapping is the most effective and 
economical method of meeting it have been proven for 
you by the merchandising and manufacturing experi- 
ence of the makers of these, and many other brands, 
They have tested markets and tested manufacturing 
costs—and their recommendation is “flour in cartons, 
tight wrapped by Pneumatic machines.” 


Write for more complete information and details on 
the Pneumatic Tight Wrapping method. 


PNEUMATIC MACHINES 


Carton Feeders—Bottom Sealers 
—Lining Machines — Weighing 
Machines (Net and Gross)—Top 
Sealers — Wrapping Machines 
(Tight and Wax)—Capping Ma- 
chines— Labeling Machines — 
Vacuum Filling Machines (for 
liquids or semi-liquids)—Auto- 
matic Capping Machines—Auto- 
matic Cap Feeding Machines— 
Tea Ball Machines 


NISUIVVVEGRX@N EL: 
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NORFOLK DOWNS (QUINCY), MASS. 


Branch Offices in New York, 117 Liberty St.; Chicago, 360 North Michigan Ave.; 
San Francisco, 320 Market St.; Melbourne, Victoria; Sydney, N. S. W. and 
Trafalgar House, No. 9 Whitehall, London, England 
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FIBRE CANS 
OF EVERY = 
TYPE Waters 


the subject for 

the packaging of 

your product, call 

in the R. C. Can Co. 

No matter what type 

of fibre can you require, 

they can contribute au- 
thoritative information that 

will be advantageous in many 
ways. A thorough knowledge 

of fibre can requirements and 
years of wide and varied experi- 
ence enables them to make sug- 
gestions of vital worth—and what 
they say and do is based on prac- 
tical facts and accomplishments 
—not theory alone. Manufac- 
turers have gained substantial 
benefits by calling in the R. C. 
Can Co. They are at your ser- 
vice whenever you want them. 
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ST. LOUIS, MO. 
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CLEVELAND - - - - - 


HE construction of the new 

MUNSON BAG is as original 
as it is different from the familiar type 
of window bag on the market. 


The MUNSON BAG provides a com- 
plete transparent and moisture-proof 
cellulose liner and, what's more, every 
weak point is reinforced so that the bag 
is exceptionally strong and practical. 


We make these bags in a variety of 
colorful kraft and decorative papers as 
well as glassine. A serviceable, prac- 
tical and economical package. 


Ask us to prove it. We'll be glad to 
send samples and full information. 


“+ ¢ 


THE#MUNSON BAG CO. 


10271 BEREA ROAD 





OHIO 








Pat. July 19, 




















































































868,069. 
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Celebrating the FOURTH | I 
CONSTANT MOT | 


In September, 1928, we conceived the idea of the CONSTANT MOTION CAR- 
TONER. A few weeks later, when the first machine of this type was completed 
and publicly announced, we said of it,““‘It has revolutionized the art of 
automatic packaging. This fact will soon be generally recognized.” 


This prediction has been justified and today the CONSTANT MOTION CAR- 
TONER is used in this country and abroad by such leading manufacturers as: 


Gillette Safety Razor Co. Lever Bros. Co. 

The Procter & Gamble Co. Bristol-Myers Co. 

The Pepsodent Co. Parke, Davis & Co. 

The Mentholatum Co. McKesson & Robbins, Inc. 

Stanco, Inc. The Barbasol Co. 

Lambert Pharmacal Co. The lodent Chemical Co., Inc. “a 

Menley & James, Ltd. The Chesebrough Mfg. Co. a ( 


La France Mfg. Co. 
The Scholl Mfg. Co. 


Auto Strop Safety Razor Co. 
Jo-Cur, Inc. The Carter's Ink Co. 


R. T. French Co. Addison-Leslie Co. 
August E. Drucker Co. Rit Products Corporation 
Marathon Razor Blade Co., Inc. Atlantic Coast Fisheries 


Corega Chemical Co. 
The B. Manischewitz Co. 


Sharpe & Dohme, Inc. Defiance Spark Plugs, Inc. ‘ 
J. Lyons & Co., Ltd., London, England Conrad Safety Razor Co., Inc. PY 
American Safety Razor Corp. E. R. Squibb & Sons 3 
Neet, Inc. Wheatsworth, Inc. os 
The Co-operative Wholesale Society, Ltd., Comfort Mfg. Co. F 

Manchester, England The Mennen Co. ‘ 
McCormick & Co., Inc. Mum Manufacturing Co., Inc. a 


The firsts CONSTANT MOTION CARTONER is still running—and giving com- 
plete satisfaction—but in the years that have elapsed since its completion many 
further refinements have been made so that today the 
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MULTIPLE INSERTING 


CONSTANT MOT) | 


STANDS PRE-EMINENT AMONG | capt 

R. A. JONES & COMPANY, Inc. | F 
The CONSTANT MOTION CARTONER packages |b ciiie, 

at a speed of 50 to 150 per minute as may be destats 

corrugated board liners are fed, folded and inserted with + 
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The CONSTANT MOTION CARTONER owes its success largely to the following 
exclusive characteristics: 
J, Its motion is constant—a swiftly flowing stream of 
* perfect packages. 
2, 't inserts two or more loads into their cartons simul- 
* taneously. 
3 It has the highest speed of any cartoning machine 
a * made, and at high speed has many times the produc- 
. tive life of the intermittent motion type at low speed. 
3 4., It is simple in construction. 


It has automatic stops that insure against defective 
cartons, imperfect packages. 


+2) 
6. It is silent in operation. 
(4 


It is standardized in its construction and completely 
obviates the need for special designing. 


ION CARTONER 


CARTONING MACHINES. 


P.O. BOX 485, CINCINNATI, O. 


bottles, jars, tins, collapsible tubes, spark plugs, etc., 
desired. Direction sheets, advertising circulars and 
with the loads, 
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FINE BOXES MADE 
STILL FINER! 


In addition to the exquisite charm 
imparted by Rarewood Boxes—due 
to the selection of woods of rare 
grains not usually encountered in 
commercial boxes—we add 


RAREWOOD CARVED BOXES 
fit to grace the board of a Cellini— 
the toast of a craftsman of Duncan 
Phyffe calibre. These boxes will 
prove to be the necessary self- 
starter for your holiday and_ all 
year round sales. 











The recipient of a Rarewood Box 

packed with your product will ex- 

perience the thrill of possessing a 

two-fold gift—the product and the 

container—a _ sales formula that ( 
can't be overlooked. 


If you are looking for a solid, sub-. 

stantial container—with the charm 

that only is obtainable in rare woods 

and finishes, then write for samples Ss Y 

of Rarewood Boxes. sieoi 
Bags, — 
Printed | 


Moistur 
larly ad 


VENEERED = 
PRODUCTS 
CORPORATION 


148-154 Louis Street 
GRAND RAPIDS, MICHIGAN 
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e Atristocrat of 
Sransparent Wraps 


Crystal White Color Odorless 
S¥YLPHRAP Clear Transparency Moistureproof 
FOR CONVERSION Greaseproof Strong and Pliable 


Bags, Envelopes, Window Cartons, 
Printed Wraps, Lamination, Art Novelties 





Ri Aenean These are some of the characteristics which make SYLPHRAP 
See the aristocratic wrap for Food Products, Tobacco, Textiles, Phar- 


maceuticals, Stationery, Toys and many other Products. 


Write us for samples and suggestions for beautifying and safe- 
guarding your products. 


SYLVANIA INDUSTRIAL CORPORATION 


Executive and Sales Offices: 122 East 42nd Street, New York 2 
Works: Fredericksburg, Va. 
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Molded by Allen & Hills, Inc. 


HIS tube is so distinctly new and novel that it 
carries its own sales appeal. Its popularity 
shouid be reflected in immediate increased sales 
and its novelty provides your sales force and dis- 


tributors with several interesting talking points. 


These containers are molded in a wide range 


of pleasing colors and color combinations. 


They are admirably adapted to the packaging 
of pastes, creams, ointments, dyes; and are fool- 


proof. 


It is the NEW tube you have been looking for. 


Write for further information. 


Sold Exclusively by 


HARVEY JOHNSON CORP. 


8 MURRAY STREET NEW YORK 
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A Slight 


Turn.... 


and out comes 
the product! 


Convenient —Simple— 
Practical 


Gass 
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FOR THAT EMBOSSED, HEAVY, 
FOIL EFFECT 
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HE far-seeing eye of a keen merchandiser visualized his 
package crowned with the customary seal of Champagne 
Quality. 
Calling in Cameo, an entirely satisfactory seal was developed 


that simulated heavy, embossed foil. 


The recognized quality of this premier prepared food has been 
complemented by the quality of the crown seal. We are pleased 
to be associated with Seeman Brothers. 





CAMEO DIE CUTTING & ENGRAVING CO. 


140 WEST 22nd STREET, NEW YORK, N. Y. 





Mines Re ve 2 
HN Ba Le Se aS 


Pacific Coast Representative—C. M. Turton, 531 Central Bldg., Los Angeles, Cal. 
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Transforms Your Bulk Product 





into PACKAGES .- - « «at the Labor Cost 





Simplicity is in big demand today—to reduce distribution 
costs, packaging expensc, and the complications of production. 


Here is a self-contained unit which takes full responsibility 
for four operations—the Johnson Model TBS. It does the im- 
portant filling and weighing by which bulk is converted into 
saleable units. It bottom-seals cartons before filling, and then 
top-seals, completing the transformation—a package of soap 
flakes, cereal, bird seed, drugs, or whatever your bulk product 
may be—all at 20 to 30 a minute. This is simplification that 
will, in proportion to the moderate cost of the machine, bring 
new low costs per operation. 


For finest performance of these tasks Johnson engineers have 
applied their famous principle of continuous motion-—no inter- 
mittent actions which rack the machine, and add to the com- 
plications of its design. When we say Johnson Machines are 
valued for this silent smoothness it means a long useful life 
for the equipment. 


All Johnson Machines are ruggedly built with the fewest 
working parts essential for accuracy. New Net Weight Scales, 
in single units to handle 30 a minute, show a precision of 
(plus or minus) 6/100 of an ounce. 


Whatever your special packaging requirement, the principle 
of simplification built into all Johnson equipment, will help 
your fight for lower costs. You may be interested now in 
Johnson Adjustable Wax Wrappers (also in models for trans- 
parent cellulose, kraft, etc.), in Synchronized Machines for 
automatic carton work, or in Gross and Net Weight Scales 
of all types. But even if your problem is , Joh 
engineers can help, and will cooperate gladly. Send the coupon 
for information. 





Johnson Automatic Sealer Co., Ltd. 
Battle Creek, Mich. 
(Subsidiary of the Battle Creek Wrapping Machine Co.) 


*This second girl in the pic- 
ture, is a packer, and as such 
her labor is charged, not against 
the machine but against the 
next successive operation, pack- 


of a Single Girl* 


SEALS 
BOTTOMS 


WEIGHS 


SEALS TOPS 


Complete in Itself 
JOHNSON Model TBS 


Send the Coupon for full details 


0 


o 


Johnson Automatic Sealer Co., Ltd., Battle Creek, Mich. 

O) I'd like to know more about your Model TBS. O Tell me about 
other Johnson machines for (name operation)... ...............00..0000000 OC) Please 
have a representative call. 


Fill in Name, Company, Address, City, State, below: 
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A wide range vel salen and patterns is allie j in 
addition to the samples shown on this page. We will 
be pleased to send you a catalog of our complete line 
upon request. 


make up real sales enticing merchandise. Put the glamor 
—the glisten and the glorious Holiday Spirit in your 


oliday packages covered 


with UNIFOIL wraps 






package. UNIFOIL offers distinctive holiday patterns, 
any of which provide a decided selling appeal. Take 
advantage of the compelling display values offered in 
UNIFOIL. Put your product above the ordinary plane. 


Ask your jobber for sample 


sheets and quotations. Make 


up a sample and compare it with ordinary wrappings. See 
the difference--see the selling punch—-then you'll know 


why UNIFOIL HOLIDAY WRAPS can do a real selling 


job for your merchandise. 


When planning regular 
lines ask your jobber to 
show you the standard 
plain, hammered and em- 


bossed UNIFOIL line. 






















Sales peaks can be 
readily extended by this 
more attractive, more 
effective, more sales 
producing metal. .... 










UNIFOIL DISTRIBUTORS 


Eastern Division Jobbers 


THE 8B. F. BOND PAPER CO. 
Baltimore, Md. 

CARTER ates & CO., CORP. 
Boston, Mass. 

JAPAN PAPER COMPANY 

Boston, Mass. 

STORRS & BEMENT co. 
Boston, Mass. 

vas CHATFIELD & WOODS Co., 


Buffalo, N. Y. 
FOREST PAPER 9 Inc. 
New York City, N. ¥. 
carat PAPER C 
New York City. %. - 
ae PAPER CoO., INC. 
New York City, N. Y. 
ROYAL CARD & pange co. 
New York City, N. 


Louse SCHULMAN ?- 
New York City, N. 


A. 8. DATZ & SONS, INC. 
Philadelphia, Pa. 


GARRETT-BUCHANAN CO. 
Philadelphia, Pa. 


JAPAN PAPER COMPANY 
Philadelphia, Pa. 


THE Aree £ woobps co. 
OF PENNSYLVANIA 
Pittsburgh, Pa. 


CAUTHORNE PAPER COMPANY 
Richmond, Va. 


vee CHATFIELD & WOODS CO., 
Rochester, N. Y. 


CHAS. A. ESTY PAPER CO. 
Worcester, Mass. 


Central Division Jobbers 


CARPENTER PAPER CO. OF 
MONTANA 
Billings, Montana 

BRADNER SMITH & COMPANY 
Chicago, Ullinois 

THE qnavrus.® PAPER CORP. 
Cincinnati, Ohi 


THE UNION naoen & TWINE Co. 
Cleveland, Ohio 

THE ounrnes. ome PAPER Co. 
Columbus, Ohi 

coyrnwasrann PAPER Co. 
Dallas, Texas 

THE canter. nee & 
CARPEN 
Denver, a 

CARPENTER PAPER CO. OF IOWA 
Des Moines, lowa 

THE CENTRAL OHIO PAPER CO. 
Detroit, Michigan 

SOPTHMESTERS PAPER CoO. 
Forth Worth, Texas 


vas pre LESLIE PAPER CO. 
Great Falls, Montana 


Western Division Jobbers 


ZELLERBACH PAPER CO. 
Portland, Oregon 


Eugene, Oregon 


Fresno, Calif. Reno, Nevada San Jose, Calif. 
Los Angeles, Calif. Sacramento, Calif. Seattle, Wash. 
Oakland, Calif. Salt Lake City, Utah Spokane, Wash. 


Phoenix, Arizona 


San Diego, Calif. 


SOUTHWESTERN PAPER CO. 
Houston, Texas 

CRESCENT PAPER COMPANY 
Indianapolis, Ind. 

KANSAS CITY PAPER HOUSE 
Kansas City, Mo. 

THE JOHN LESLIE PAPER CO. 
Minneapolis, Minn. 

CARPENTER PAPER CO. OF 
OKLAHOMA 
Oklahoma City, Okla. 

CARPENTER PAPER COMPANY 
Omaha, Nebr. 

COLORADO paeee COMPANY 
Pueblo, Colora 

ACME PAPER comPany 
St. Louis, Mo. 

THE NASSAU veeee COMPANY 
St. Paul, Minnesot 

THE CENTRAL Onto PAPER CO. 
Toledo, Ohio 

KANSAS CITY PAPER HOUSE 
Wichita, Kansas 








San Francisco, Calif. 






Stockton, Calif. 
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HOW METAL EDGE 


DOES A BETTER. 


JOB OF PACKAGING 


ACKAGING by the Improved Metal Edge 

method is an actual part of production. Your 
boxes are made up from “flats” in your own 
plant—where you need them and when you 
need them! 


Many nationally known concerns —Carborun- 
dum, Armour, Garlock, General Motors, Hyatt, 
Johns-Manville, U. S. Rubber and Kelvinator 
among others—use the Metal Edge method and 
assemble their own boxes in accordance with 
the daily production schedule. 


Large made-up box inventories are avoided. 
Freight charges and valuable floor space are 
saved. Box delivery troubles are eliminated 
entirely. 


If you use paper boxes you will be interested 
in our new Portfolio of Packaging. It tells the 
complete Metal Edge story—how you can 
obtain the strongest paper box known and still 
save money on your packaging ! 


We will be glad to send this portfolio to any 
executive. There’s no charge. Write for it on 
your business letterhead. 







STRONGEST 





NATIONAL METAL EDGE BOX CO. 
CALLOWHILL AT TWELFTH STREET 
PHILADELPHIA - - PENNSYLVANIA 


PATER 
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Packomatic Carton Sealing Machine and Net Weight Scale installed 
recently at Fisher Brothers Company, Cleveland, Ohio. This equip- 





ment is handling 60 perfectly sealed cartons of coffee per minute. 
An outstanding feature of this machine is the rotating and continuous 
action, which warrants smooth operation und low maintenance. 


New methods that mean economy and efficiency 
you can’t disregard, they are here in greater 


quantity every year, but you can utilize them. 


Often old methods of handling and sealing cartons 
and shipping containers cost you more each year 
than would the installation of Automatic Equip- 
ment. Why not make the additional profit? 


PACKOMATIC COUPON FOLDER Packomatic machinery means lower maintenance 


AND FEEDER, SPEED 110 PER MINUTE costs. 
various sizes of cartons and shipping containers. 


It is easily adjustable or convertible for 


This machine in addition to feeding coupons 
for package inserts carefully folds them be- 
fore inserting. All operations are automatic 
and perfectly controlled by the container Let a Packomatic Engineer help you, without 


equally efficient with cartons or cans. i a : i F 
obligation. Write—Wire or Phone, we will mect 


Other models with speed of 60 or more per 


minute. you any time—any place. 


PACKOMATIG 


PACKAGING MACHINERY 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 


Branch Offices: NEW YORK CHICAGO ST. LOUIS CLEVELAND LOS ANGELES 
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Plain CELLO Ribbon made in 10 
colors and in all widths from 
3/16” to 1 inch. 














Foil-inserted 
CELLO Ribbon, 
metallically bril- 
liant, made in 8 
colors and in all 
widths from 

S/IG" ta 7/8’. 












EEL®rO 


REG.U.S.PATENT OFFICE 
= 










TS sparkling, brilliant luster and its magnificent, 
rich colors, make CELLO the outstanding decora- IE 


tive tving ribbon. REG.U.S. PATENT OFFICE 










CELLO cannot fray, nor soil and it will not tarnish. 








Licensed under U. S. Patent No. 1,406,148 





CELLO is alwavs crisp—it is easy to tie, and its luster 
is permanent. 





Made of 





CELLO is economical to use—for it is reasonable in 


price! t OU PONT : 


° ° ° . 6.us par 
Write for samples and price information. ” 








CELLO Ribbon is made by 


FREYDBERG BROS., Inc. 
11-19 West 19th Street, New York 


SEPTEMBER, !932 2! 
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INTERNATIONAL 
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TREET 


s consultants and designers we offer you that 
vital but invisible asset to business vitality—crea- 
tive resourcefulness and the outside viewpoint 
resulting in more desirable merchandise for the 
consumer. The true designer's function is to 
increase sales for the manufacturer—the logical 
result of improved commodities. 


GfuéFiiéitional wY PEW REPER 
fo Rubber Cushion Ke 


New Yorn t cae fe 


Pia daiile 


Experience, gained over a period of many years 
of constant application to package design prob- 
lems, enables us to render exceptional! service to 
manufacturers confronted with such problems. 


We do no manufacturing. Our ideas and recom- 
mendations are therefore unbiased. 


PACKAGE DESIGN CORPORATION 


EIGHT MURRAY STREET, NEW YORK 


, Liiva 
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THE PACKAGE | 


Three different types of re-design problems are illustrated on 
these two pages. 

Munson International shows complete change in construction, 
color, design and copy for new package including new display 
created by us. 

Fort Howard shows old package top left corner. The new 
package illustrates how we redesigned and revitalized the old 
familiar product without loss of identity determined by com- 





mercial necessity. 

Devoe Tubes—the chief problem was the creation of a simple, 
easily remembered design which would give a definite family 
resemblance to a line of paint products consisting of ten dif- 
ferent brands; and then further identifying each brand with 
a small symbolic insignia. 
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Difficult Labeling 


| Successfully Done 


with the McDonald All-Around Labeler 


\} A PPLYING fully gummed labels all around the body of bottles is 

one of the most difficult of labeling operations. Yet the McDonald 
All-Around Labeler does it with a perfection and speed that gives joy 
to production managers. At the rate of 60 bottles per minute, the 
labels are applied in a thoroughly clean, accurate, permanent manner. 


Like all McDonald Labeling Machines it is designed on the straight- 


line production principle, which has proved to be the most efficient one. 


May we tell you more about this All-Around Labeler, how it has 
solved the labeling problem for scores of manufacturers making 
nationally known products and how it can help you to get increased 
output and better labeling—at lower costs? 





- McDONALD - 







LOS ANGELES LONDON CHICAGO 
443 So. San Pedro St.--------- Windsor House, Victorio St.S.Wi--------l2 Merchondise Mart 
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Holiday Products 
and Packages 
Economically 
and Effectively 
Decorated with 


BRIGHTEN 


; octamiimmnmmemiannmebamenans carcaammmnditia 
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Roll Leaf 


i WO beautiful effects are obtained in one operation 
3 by the Brighten Roll Leaf Process. Note how the above 
specimen is embossed as well as stamped. 


Being done at about the same speed as printing, it is sur- 
prisingly moderate in cost. 


There are hundreds of products whose sales can be ac- 
cellerated by this tremendously effective form of deco- 
ration. 


Samples and full information cheerfully furnished on 
request. 


Paper Courtesy Louis Dejonge & Co., 
New York, N. Y. 








Brighten Leaf Division 


7 (tae 65-67 DUANE ST., NEW YORK 
~~ CHICAGO: 701 So. Dearborn St. 











THE H. GRIFFIN & SONS CO. 


BOSTON: 222 Summer St. — 


7 tae 











SEPTEMBER, 


1932 



















MACHINE VS. HANDWORK 


IN SETTING UP CARTONS 


















EW manufacturers, even those with a comparatively small 
output, can any longer afford to set up their cartons by hand. 





especially when there are available small efficient, automatic 
machines priced at one-third the cost of standard models. 

The machines shown below have a capacity of 35 to 40 car- 
tons per minute. Each will do the work of at least four girls. 
and is readily adjusted to a wide variety of sizes. 

The one on the left is the Peters Junior Forming and Lining 





Machine and the other is the Peters Junior Folding and Closing 





Machine. 
Investigate their advantages. Write for list of users and 2 | 
descriptive literature. 














































PETERS MACHINERY COMPANY 


GENERAL OFFICE AND FACTORY 4700 RAVENSWOOD AVE 
ZEN CHICAGO.U.S.A 
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NEW, MODERN 
MOLDED JARS 






W E present to the packaging industries two new molded jars—unique 
and unusually attractive in design—practical, economical, colorful. 









They are particularly effective for the merchandising of cosmetic 
creams, pastes, ointments and similar products; and may be had in a 
wide range of colors, either soft pastel shades or the more vivid hues. 













Because of their great strength, these jars are practically unbreakable, 
and being unusually light in weight, they effect worthwhile savings in 
transportation charges. 


eee ee, ’ 
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Samples and full information on request. 


COLUMBIA 
PHONOGRAPH CO. 


INCORPORATED 
Molded Products Division 


GRMpt see: — — 
STARR EE 


Ai 


BRIDGEPORT 
CONNECTICUT 
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Jewel Ink Case. Bottles with Bakelite Molded Closures, Carter Ink Company, Boston, Mass. 


Slight chance of ink stained fingers 


with Bakelite Molded closures 


Uncorking an ink bottle always has been a task to be 
approached with trepidation, until the advent of 
Bakelite Molded closures. These threaded caps fit over 
the neck of the bottle, turn on and off so easily that 
there is little chance of spilling, and practically none 
of ink-stained fingers. There is no ink-smeared cork 
to be handled with caution. 

These are the practical advantages that led the Carter 
Ink Company to use Bakelite Molded closures for the 
bottles in their Jewel Ink Case. In addition, the lus- 
trous black caps are very pleasing in appearance, and 


So @e 


in keeping with the attractive styling of the package. 
In pharmaceutical, cosmetic and numerous other lines, 
the use of Bakelite Molded for containers, closures 
and displayers has proven a very definite sales advan- 
tage. This lustrous material may be formed into prac- 
tically any desired shape or design, and there is a 
wide range of attractive colors to choose from. Our 
illustrated Booklet 8C,“Restyling the Container to In- 
crease Sales”, is a most interesting and helpful treatise, 
and will be mailed promptly upon receipt of your 
request. 


ee 


BAKELITE CORPORATION, 247 Park Avenue, New York, N. Y...635 West Twenty-Second Street, Chicago, Iil. 


BAKELITE CORPORATION OF CANADA, LIMITED, 


BAK 


macurento 


The registered ode marts shown obove distinguish moterials 
murviocted by Botelie Curporonon Under the coptal “8” u the 


E MATERIAL O F 
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163 Dufferin Street, Toronto, Ontario, Canada 


LITE 


v8 PAT. OFF 


nymencol sign for infinity oF unlimited quonnty It symbolizes the infiade 
number of present und lve uses of Botelte Copuonons prodvom. 


A THOUS AN D USES 














Attractive ash tray from Gift Shop 
of Chas. A. Stevens & Co., Chicago, 
as it is packed in Kimpak for posi- 
tive protection and elimination of 
mussy packing material, 











BANISHING 
FUSS AND MUSS 


IN GIFT PACKAGING! 


ERE is a new use for Kimpak Crepe Many hundreds of manufactured articles are 

Wadding—a use that eliminates mussy Kimpak protected—cosmetics, antiseptics, 
packing and customers’ dissatisfaction. It medicines, etc. Kimpak is exceptionally 
is the packing of fine gifts and purchases fitted for packing liquids, as it absorbs 16 
from the gift shop of Chas. A. Stevens & times its weight-in moisture. Kimpak is 
Co. of Chicago, with Kimpak. The illustra- surprisingly low in cost because of its bulk 
tion shows how attractive the gift or pur- and lightness. It gives positive protection. 
chase looks when the Kimpak is removed. 
This takes the place of mussy excelsior Tell us what your products are. If possible 
pads. It saves time, insures safe delivery send samples. We will gladly aid you in 
of breakable articles and creates customer solving your packing problem with the use 
satisfaction. of Kimpak. 





KIMBERLY CLARK CO., Méfgs., Neenah, Wis. MP-9 
Address nearest sales office: 8 South Michigan 
Chicago; 122 E. 42nd St., New York City. 


® 
Our product is 
] F i } a Sample is going forward by mail. 
Please give your advice on how to pack and costs. U 
REG. U.S. PAT. OFF. & 


FOREIGN COUNTRIES 


Crepe Wadding 


Company 


Attention of 
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fy DELICIOUSLY FLAVORED 0 
WITH MALT. SUGAR [) 
. AND SALT: * f} 


; 
x4 


(Lathes tribute to Cee A. ahility, : 
lo derign practical; ‘mackages thatrell | 
ia product at bess production coit. 


SPECIALISTS 
IN DESIGNS AND PRINTING 
PLATES FOR BETTER PACKAGES 


CRESCENT ENGRAVING CO. 
KALAMAZOO - MICHIGAN 
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When you bring a package problem to Con- package to better meet the demands of your 


EAT Rp nn a 





é tinental you benefit, first of all, from the knowl- business. Finally, batteries of modern litho- 
‘ edge and experience gained thru over a graphic equipment, manned by craftsmen and 
4 quarter-century of helping solve the package aided by superior printing plates made in 
problems of many diversified businesses. You Continental's own Master Engraving Plants, 
have available cans that are widely adapt- assure you of excellence of your packages. 
able, thoroughly protective and economical, in Every package today must do more than 
sizes, shapes and styles to meet your every safely contain ...it must be a sales aid. Answer 
need. And, most important, you have access the challenge of modern competition by giving 
to the countless new package ideas constantly your package the sales appeal of good de- 
being created in Continental’s Research and sign... the effectiveness of sparkling color and 
Development Departments. the utmost in merchandising value. When there 
Specialists in packaging design give thor- is so much to be gained, it will pay you to 
ough study to your design problem from every bring your package problems to Continental— 
angle and offer suggestions for either an en- you can easily find the location of the nearest 


tirely new design or for re-designing your old Sales Office on the reverse side of this page. 
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WRITE—WIRE—PHONE 
The Sales Office Nearest You 










Baltimore, Md. 
3500 East Biddle St. 
Wolfe 9700 


Boston, Mass. 
131 State Street 





































% Hubbard 7172 
y, 5 % Chicago, Il. 
4 44 . Z 4622 West North Ave. — 
: } ‘ hy 
Oaklandh q Y ‘4 © Demver fast St.louise Spaulding 8480 4 
San Frat cdyco % 4 eo. Cincinnati, Ohio 
, Kansas City 2510 Highland Ave. 








Jefferson 2201 


Denver, Colo. 
3033 Blake St. 
Tabor 4261 


Detroit, Mich. 
1900 East Jefferson Ave. 
Fitzroy 3292 


Houston, Texas 
Room 910—Second National 
Bank Building 
Preston 8674 


Kansas City, Mo. 
Guinotte & Lydia Aves. 


Nashville % 








Dallase 








































LET AN EXPERIENCED 


CONTINENTAL 


REPRESENTATIVE HELP YOU WITH 
YOUR PACKAGING PROBLEMS... 


3820 Union Pacific Ave. 


T" Continental Representative, skilled in “Pack- Los Angeles, Calif. 
Angelus 7111 


aging to Sell,” offers the knowledge and ex- 


perience gained thru many years of helping Nashville, Tenn. 

solve the package problems of many diversified yg a. So ga 

businesses. New Orleans, La. 
He also offers the advantages of Continental's a8 ee sg 


large resources—39 plants strategically located 


New York City, N. Y. 
from coast to coast... sales offices in principal go ong ag 
cities . . . completely equipped research and Omaha, Neb. 2 
development laboratories . . . a skilled organiza- ee 
tion of engineers and designers—all “Partners ihe: iheeatin: Bes 
in the Business,” with a deep personal interest in a atte 
serving you well. San Francisco, Calif. 

You will find it to your advantage to consult a 155 Montgomery St. 


Garfield 7890 


Wheeling, W. Va. 


the sales office nearest you. Hazlett Ave. & 8th St. 
nian Y Warwood 760 


Continental Representative. Write, wire or phone 


CONTINENTAL CAN COMPANY, INC. 


NEW YORK CHICAGO SAN FRANCISCO 
‘‘it's Better Packed in Tin’’ 
















PHONE 
Brest You 


id. 
le St. 





Ave. 
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i LET US LAMINATE IT! 
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We use 


SYLPHRAP 


(Transparent Cellulose) 


exclusively because of its ex- 
ceptional qualities for lami- 
nating purposes — perfect 
transparency, strength, pli- 
ability. 





Our many years’ experience in laminating sheet products 
of almost every description enables us to guarantee perfect 
results. 


By our process, the sheets adhere to each other so 
thoroughly at every point as to become practically an 
integral sheet. 


SYLPHRAP (Transparent Cellulose) has proven so successful 
in our laminating work that we use it exclusively where such a 
product is required. 


We have the equipment and facilities for laminating sheets 
or rolls, in any quantity, speedily and economically. 


Put your laminating problem up to us and profit by our 
wide and successful experience in this highly specialized field. 


Sole Distributors 


FRANK ASSOCIATES, Inc. 


16 East 34th Street 


Manufactured by 


The WALSER MFG. COMPANY 


Clifton, New Jersey 




















SEPTEMBER, 1932 


New York, N. Y. 








ASK THESE 
QUESTIONS 


BEFORE YOU BUY PACKAGING MACHINES 
FROM US OR FROM ANYONE ELSE 


Have you had any experience in our ficld or related fields? How 
long? 


With what firms have you worked in our field? 

What savings can you effect for us in labor, floor space and ma- 
terials? 

How well are your machines built—with what precision? 

How many years will they operate efficiently? 


In case of mechanical trouble or replacement of parts, what service 
can you give us? 


Can your machines handle several sizes? 


8. Can you help us improve our package design? 


” 


ACH month, beginning with the October issue of “Modern Packaging,” we will an- 


swer one of these questions. If you wish, we are prepared and will be glad to 
answer them in relation to your particular needs —to give you complete information 
about Packaging Machines to meet your needs. 

Don’t hesitate to write us. Send us a sample of your product and something of 
your side of the story—you'll not be obligated. Our 35 years of packaging experience 
are why we say— 

“If It’s Packaging—Try Redington First” 
F. B. REDINGTON CO., (Est. 1897) 110-112 So. Sangamon St., Chicago, III. 


REDINGTON 


Packaging 
Machines 





Economical for Packaging - Cartoning - Labeling - Wrapping 
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VOLUME SIX—NUMBER ONE 


ow Million Packages A Month 


PRODUCING over sixty different items in various 
sizes at a rate which totals an output of two million 
packages a month is the startling performance schedule 
attained by the Crystal Corporation, located in New 
York City, manufacturers of the nationally known 
Outdoor Girl line of beauty products. To those familiar 
with packaging operations, this accomplishment means 
more than the mere installation of equipment and labor ; 
it represents careful supervision and flexibility of the 


various production units, employment of skilled opera- 
tors, and the utilization of adequate materials, all 
properly coordinated. And 
briefly expressed, is that which is followed by the 


such a packaging plan, 
company. 

In advance of packaging there are, of course, the 
various manufacturing processes through which the 
preparations must pass before they are ready to be 
placed in their respective packages. Here one finds the 


Photo by Rehnquist 
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Packaging operations at the “Outdoor Girl” plant. Top: Filling, closing 

and packing Z.B.T. Talcum packages. Center: Stapling packages to 

display cards. Bottom: Filled powder boxes are carried on moving belt 
to operators who complete packages for shipment 
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same degree of efficiency in each 
operation as is apparent in the pack- 
aging work. In the control labora- 
tory all of the necessary tests on raw 
and finished materials are made; the 
arrangement of the several process- 
ing units is such as to permit dispatch 
and convenience in the operations 
which follow. 

To describe the methods followed 
in the packaging of each item would 
necessitate considerable repetition of 
detail that is already familiar to most 
of our readers. It is planned, there- 
fore, in this article, to follow through 
on but two of the production lines, 
although it should be stated, both of 
these permit certain interchange- 
ability as to products handled. 

The filling of face powder drums, 
which are provided with transparent 
cellulose seals or tops, is done auto- 
matically at the rate of 30 per min- 
ute. These are transferred to a 
moving belt which travels in a line 
between two rows of operators who 
place on the covers, apply a stamp 
designating the particular shade con- 
tained in the drum and inspect and 
clean each package so that when they 
reach the end of the line they are 
ready to be packed for shipment. 

In the packaging of talcum pow- 
der—which includes the well-known 
Z. B. T. Talcum in addition to the 
Outdoor Girl brands—an automatic 
machine, which fills the cans at the 
rate of 30-35 per minute, is used for 
the various sizes. Shaker tops are 
placed on the filled cans which travel 
by belt to a capping device where the 
closure is completed, and the pack- 
ages are then packed in corrugated 
shipping cases. 

From the illustration on the fore- 
going page, as well as from that 
shown in color on the front cover 
of this issue, the reader can obtain 
some idea of the variety of materials 
used by this company in the pro- 
duction of its packages. In _ this 
extensive group, “family resemb- 
lance” in both color and design, is 
eminently apparent. 

Keeping up with the heavy produc- 
tion demanded in the supplying of 
these products to a ready market 
would be a difficult task were it not 
that coordination is the rule here. 
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= = | Adopts New Packages 


“DEERFOOT FARM SAUSAGES have always 
been placed in one-pound packages, the first being put 
cut about fifty years ago. The original package was a 
parchment paper tied with a red and white cotton twine, 
and this package was continued until 1924. Deerfoot was 
the first to wrap its sausage in protective parchment— 
and, later, the first to pack sausage in a folding car- 
ton... There was some hesitancy before making the 
change as the original package had been on the market 
so long it was felt that a difference in the appearance 
might be detrimental. So that in the design of the new 
package it was endeavored to link up its appearance with 
that of the old package, thereby maintaining the good 
will formerly established.” 

The foregoing is quoted from an article which ap- 
peared in the January, 1928, issue of Mopern Pack- 
AGING, captioned “Packaging a Million Pounds of Saus- 
age.”’ This article described the carton shown in the 
center of the group illustrated below, and the change to 
this package was, at that time, regarded as quite a de- 
parture. But recently another change has been made— 
or perhaps it would be more correct to say changes, be- 
cause this innovation has been applied to the packages 
used for Deerfoot Farm Bacon as well as to the sausage 


carton. 

In the case of the former, the distinction between old 
and new is even more marked, as may be seen in the 
foreground of the illustration. The old set-up box car- 
ried simple red lettering and made little attempt to func- 
In its 


tion other than as a container for the product. 





SLICED FRESH ... DELIVERED FRESH 


new dress the package—also a set-up box—employs a 
particularly pleasing and effective lithographed wrap. 
The first letters of Deerfoot Farm Bacon are in red, 
the remaining letters in black, and these on a light blue 
background offer high visibility and excellent display 
value. The lettering appears on the top, sides and ends 
of the box. Good color balance is also obtained through 
the use of red edgings or stripes on either end of top 
and sides and the effective placement of the “Piggy de 
Deerfoot” trademark in the upper left corner. 

Similarly, in the change to the new carton, the light 
blue background and the same arrangement of color 
lettering have been employed. For comparison, the new 
cartons—pound—and half-pound sizes are shown in 
the illustration on either side of the carton which 
was formerly used. The latter, it may be recalled, car- 
tied a gray background, white lettering, lines and edging 
and red ovals and circles enclosing the trade mark. On 
alternate faces of the new carton is shown in a red out- 
lined oval, a view of Deerfoot Farm. As the end flaps 
are opened, directions for cooking are to be found. 

It is a well known fact that red and black are preferen- 
tial colors in the packaging of meat products, and these, 
combined with the pleasing blue—which conveys the 
effect of quality and cleanliness—seem to be an admir- 
able selection, well fitting to the high type of products 
distributed by this company. 

The new boxes are manufactured by Cambridge Paper 
Box Company, cartons by Russell Box Company, and 
the wraps by Walker Lithographic Company. 
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From Old to New 
im Varnish Lane 





These are the cans formerly used for Armstrong and 
Republic varnishes 















TWO paint and varnish manufacturing companies, as but when the new packages were designed, the fronts 


a result of changes made two years ago, can attest to were made as simple as possible and guarantees, direc- 
the value of “dressing up the package.” One, the Arm- tions and uses were relegated to the panels on the side | 
strong Paint & Varnish Works, brought out two new of the can. All that remained of similarity between the | 
varnish packages early in 1930. The other, the Republic old and the new was the trade-mark which was placed ¥ 
Paint & Varnish Works, presented a striking example off-center in each case. * 
of modern packaging in the fall of the same year. The new packages are lithographed in four colors. 

The Armstrong Paint & Varnish Works has been The Utilite Spar Varnish uses dark blue, yellow, deep 
established for 79 years. At the time the company orange and white, with a swirling design. The Evry-Use 
4 Hour Spar Varnish uses light 
blue, red, yellow and white, the 
green being made with a com- 
bination of yellow and blue. The 
trade-mark appears in the lower 
left-hand corner, with a rainbow 
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of color shooting in a graceful 
curve to the name of the product 
which is placed in the upper 
right-hand area in a box against 
a white background. 

In both of these packages 
radical changes have been made. 
Merely the name of the product 
and the trade-mark appears on 
the face of the can. The new 
idea of design was to test itself 
against the tradition of 77 years. 

And, how well it succeeded! 

Sales of both Armstrong var- 
nish products jumped. Dealers 
who had been handling the line 
for years brought the new pack- 
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The newly designed lithographed containers for varnishes 






ages out front. Packages went 
came out with the new package it was 77 years old. into window-trims unsolicited. The eye-appeal of the 







The Armstrong label over a long period of years had packages struck the fancy of dealers previously unsold 
been fixed in the mind of the trade. The old Armstrong and new varnish accounts were opened up. Dealers 







label carried a mass of information about the product. complimented the salesmen on (Please turn to page 53) 









36 





MODERN PACKAGING 





ronts 
lirec- 
side 
n the 
laced 


lors. 
deep 
-Use 
light 
. the 
-om- 
The 
wer 
bow 
‘eful 
duct 
pper 
inst 


wes 
ade. 
luct 

on 
lew 


Stickney & Poor Spice Company with their 


usual New England initiative and aggressive- 
ness are going after new business with two new 


products—“Stickney’s Ready to Use Stuffing” 


and “Pini’s Savoring” 


The Forbes Lithograph Manufacturing Com- % 


pany, of Boston, created and produced the two 

new cartons for these two new products, with 

the collaboration of Badger & Browning, Inc., 
advertising counsellors, also of Boston 


Unusual design and color scheme give these 
packages an up-to-the-minute appearance and 
eye-appeal that will aid materially in establish- 
ing the new products with the buying public 


New Products ee 
New Cartons 


READY TO US 
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New Tricks In i 


This month’s presentation of “new tricks” has been 
culled from a wide selection of the many that are to be 
found in a fast-widening market. A change in materials, 
an added convenience, a different shape, improved ac- 
cessibility of contents, greater economy in production— 
these and many other advantages are continually being 
sought and constitute the reasons why new packages or 
old-packages-made-new commend themselves for study 
and incite the interest of those who are seeking greater 
sales for their products, via the package. 


Summarizing the group shown, we find a new type of 
wooden box, distinctive in its appeal; a dual-duty carton; 
an ink botile that merits space on the desk of the most 
fastidious; a collapsible tube different in design from 
that which has characterised others used by the product 
manufacturer; the use of a new material in containers 
for pencil leads; chewing gum in a really convenient 
wrapper; a new toilet preparation in a metal container 
of delicate coloring and design; and an example of a new 
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facial tissue carton that stepped sales over those of its 
predecessor. If not a balanced choice, certainly an in- 
structive one! 


A “compartment package” is shown in the center of 
the group of three in the illustration below, with part 
of the carton cut away to expose its contents. This ar- 
rangement—simply a divider that is inserted—provides 
a convenient container for the housewife who has usc 
for a limited amount of the enclosed product in both of 
the forms commonly furnished. If greater amounts of 
either are needed, she may obtain separate packages of 
the moth flakes or moth balls as shown. Clearly visible 
on the shelf or counter, each of these packages conveys 
the idea of product and purpose in a simple and direct 
manner. Green is used as the background color for the 
flakes, purple for the balls. The Exo packages were de- 
veloped by the Package Design Corporation and are 
manufactured by Consolidated Paper Company. 





At Left: By means of a special process 
it is possible to obtain attractive carved 
effects on wooden boxes, as shown in 
the illustration. Sturdy and substantial, 
these packages are available for many 
purposes. They are manufactured by 
the Veneered Products Corporation 


Below is Carter's new ink 
bottle. Of ebony glass with 
a metal foil label and capped 
with a nickeled screw clos-~ 
ure. Very swagger 






























The severe simplicity in color (light green and dark 
green) and design, as evident in the new Mennen Brush- 
less Shave packages, is decidedly effective in obtaining 
memory and display value. The design has been re- 
duced to include only the bare essentials—even directions 
have been relegated to the reverse side of the tube—and 
differs appreciably from those employed to date by The 
Mennen Company. Tubes are by Peerless Tube Company 


Lower Right: Some of the best package design in 
America has been devoted to cleansing tissues. The 
latest of these is the new Handies package of the Inter- 
national Paper and Power Company's subsidiary, the 
Veldown Co. Carried out simply in red and pink letter- 
ing on a white background, its wrapping is attraciive 
enough to appeal to all classes of women. The new 
design was created by Industrial Design, Inc. Ina sales 
test recently the new package outsold the familiar 
Kreemoff—same product, same size, same price 


Center Right: With its “trick can opener” package, 

Wrigley’s gum now appears in a Cellophane wrap. And 

it’s easy to take off. A red band at the end of the pack- 

age is torn off, the cap lifted and the individual sticks of 
wrapped gum are exposed 


For Eversharp pencil leads, the 
molded box of phenol resinoid 
shown at the right. Octagonal in 
shape, to conform to that of the 


enclosed refills, with the bottom sec- 
tion of different colors to indicate 
the color of the lead. Molded by 
Chicago Molded Products Company 


Below: Du Barry Prepara- 
tion for Blackheads is of- 
fered in an effective tin with 
a tricky top. Pink, white 
and red is the color scheme 
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Photo by Rehnquist 


A STRIKING EXAMPLE of package sales power 
is the experience. of the Moran Shoe Company, Carlyle, 
Ill. About five: yeats ago, this company conceived the 
idea of package betterment. It wantéd a‘colorful shoe 
box that would possess the'two qualifications essential 
for maximum sales power. First, suitability to its line 
of infant shoes and, secondly, attention value. 

To make the box suitable, the principle of child appeal 
The Moran ,box* has the aspects of a 
colorful pi¢ture bock. Small tots reproduced in color 
busily playing with toys, balloons, and playthings of all 
sorts make up the design. A brilliant yellow forms the 
background. 


was _ utilized. 


A feature of the Moran box is the character of the 
art work and color used. The box is well done. It 
reflects the utmost‘in quality and appearance. The colors 
are clean, clear’ atid sharp. In the ordifiary shoe box of 
this nature, the design folds over the sides, sharp con- 
trast is lacking and the appearance is ordinary and 
commonplace. 

In the Moran box, however, the characters are kept 
within the confines of the top and sides. They are larger 
and clearer cut. Still they do not extend into the folds. 
This adds greatly to the attractiveness. 





1Designed and manufactured by American Colortype Company. 
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Building Acceptance 


and - 
- Infants’ Shoes 


Attention value is accomplished through good design 
and color treatment. The Moran box is distinctive in 
appearance, gives quick identity to the line and dis- 
tinguishes Moran Infant Shoes from competition. In 
addition, it serves as an uplift to quality. Inner value 
is always linked with an attractive outward appearance. 
The colorful appearance of Moran boxes exerts a power- 
ful sales stimulating influence at the point of sale. Not 
only do they create an impressive section on dealers’ 
shelves but also form attractive counter and window 
displays. 

Another advantage is the after-sales-usefulness. 
Moran boxes are saved or used as toys. Rarely are they 
immediately thrown away. This retention feature not 
only imprints the brand into the consciousness of 
mothers but assists in sustaining it until the time for the 
next sale. 

Thus acceptance and preference—the two greatest 
factors in today’s sales making—are woven into the 
growing popularity of Moran Infant Shoes. As to 


results, the Moran Shoe Company state that the sales 
curve has turned upward beyond their most hopeful 
expectations. 

Experience in all lines of products has proven this to 
be the logical result of package betterment when correct 
principles are utilized. 
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Offering distinction and exclusiveness, this 
new floral design in an embossed tin foil is 
among the recent numbers announced by 

Reynolds Metals Company, Inc. 


MR pigemene S a, A 


a) 


Effectively bright and of pleas- 
ing color, this new paper 
(Metalette, Series 633) is one 
of the newer creations of 
Kupfer Brothers Company 


An antique effect, similar to hand-tooled 
work, and conservative in color 1s this 
design in Keratol (artificial leather). 
Furnished by the Keratol Company 


With its high finsh, this paper—Orange 
French Gloss—should prove a popular se- 
lection. It is furnished by Keller-Dorian 
Paper Company, Inc. 







SEPTEMBER, 1932 


Telling What's Inside the Package 


It can be assumed that today practically all of the 
merchandise found on store shelves, counters and in 
windows is good merchandise, whether the brands are 
nationally known or of individual origin, characteristic 
to the stores through which they are distributed. So that 


a purchaser who plans definitely on the buying of some 
particular commodity is interested, first of all, in that 


commodity—the selection of the brand is secondary. 

On this basis, and regardless of past design, a new 
package should primarily be made so that the consumer 
can immediately determine what is inside. Then the 
appeal through color and design follows. 

Such was the reasoning which preceded the design and 
production of the new package used by Darling Prod- 
ucts, Inc., of Troy, N. Y., for its cocoa products. In 
the accompanying illustration is shown, below, the former 


‘tea ase 
DARLING S 


J NLS 


packages and, above, the corresponding new designs. On 
the page opposite is attached one of the new labels. 
There can be little argument as to the greater effective- 
ness of the latter. In this instance, cocoa is the all- 
important word—it tells what is inside of the package. 
The housewife looks at the cocoa shelf, immediately sees 
the package designated as such, the appeal of the pack- 
age commences to function and the sale is made. 

The former containers were fibre cans with plain tin 
tops and bottoms. In the new design, also of fibre, a 
shrink-top closure is used, lithographed in red, which 
affords an air-tight closing and adds considerably to the 
colorfulness of the package. The Cambridge Paper Box 
Company is responsible for the design of the label and 
its printing, as well as the manufacture of the cans. 
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Third Packaging Conference and 
Exposition To Be Held at Hotel 
Pennsylvania, March 7 to 10, 1932 


A second Irwin D. Wolf trophy to be awarded by 
the American Management Association—this time for 
the best package developed and put on the market be- 
tween Jan. 1, 1932, and Feb. 15, 1933—will be presented 
at the Third Packaging, Packing and Shipping Confer- 
ence, Clinic and Exposition to be held in the Hotel Penr- 
sylvania, March 7-10, 1933. 

A selected group of packages submitted in the contest 
will be exhibited in the Art Center, New York City, from 
Feb. 15 to March 4. With the co-operation of the Art 
Center it is expected that a considerable part of ali the 
entries will be subsequently displayed in the Packaging 
Exposition. Subsequently, outstanding packages sub- 
mitted will be shown in museums and educational insti- 
tutions in the larger cities throughout the United States. 

Some modifications will be made in the rules which 
governed the award last year, and additional specifica- 
tions will be developed. 

According to Roberts Everett Associates, who act as 
exposition managers for the American Management As- 
sociation, the following exhibitors are now preparing 
displays : 

Acme Steel Company, Chicago; American Perfumer 
& Essential Oil Review, New York City; Bliss-Latham 
Corporation, Niagara Falls, N. Y.; Breskin & Charlton 
Publishing Corporation, New York City; Celluloid Cor- 
poration, Newark, N. J.; Container Corporation of 
America, Chicago; DuPont Cellophane Company, Inc., 
New York City; Einson-Freeman Company, Inc., Long 
Island City, N. Y.; Foxon Company, Providence, R. I.; 
Forbes Lithograph Manufacturing Company, Boston, 
Mass.; Robert Gair Company, Inc., New York City; 
General Box Company, Inc., Brooklyn, N. Y.; General 
Plastics, Inc., North Tonawanda, N. Y.; Gerrard Com- 
pany, Inc., Chicago; Hinde & Dauch Paper Company, 
Sandusky, Ohio; Kalamazoo Vegetable Parchment Com- 
pany, Kalamazoo, Mich.; Kimberly-Clark Company, 
Neenah, Wis.; G. R. Leonard Company, Inc., Chicago; 
Lowe Paper Company, Ridgefield, N. J.; A. B. Mac- 
Attammany Publications, Inc., New York City; Marsh 
Stencil Machine Company, Belleville, Ill.; McGraw-Hill 
Publishing Company, Inc., New York City; Mono Serv- 
ice Company, Newark, N. J.; National Adhesives Cor- 
poration, New York City; National Metal Edge Box 
Company, Philadelphia; Owens-Illinois Glass Company, 
Toledo, Ohio; Package Machinery Company, Spring- 
field, Mass.; Pioneer Paper Stock Company, Chicago; 
Riegel Paper Corporation, New York City; Thomas M. 
Royal & Company, Philadelphia; Shellmar Products 
Company, Chicago; Sterling Engraving Company, New 
York City; Stokes & Smith Company, Philadelphia ; 
Union Bag & Paper Corporation, New York City; 
Union Steel Products Company, Albion, Mich.; Lily- 
Tulip Cup Corporation, New York City. 
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SWEET 


GRO 


UND 


CHOCOLATE 
AND KC COA 


HOW TO MAKE 


ICED CHOCOLATE 


For every cup of chocolate desired, dissolve a 
level + ful of chocolate into a tablespoonful 
of boiling : water and add a cup of boiling hot milk. 
Heat until it comes to a boil. Pour into pitcher and 
allow to cool before placing on ice. When ice cold, 
serve in glasses the same as any iced beverage and 
sweeten to suit taste. 





WHIPPED CREAM 


A tablespoonful of whipped cream, or of vanilla 
ice cream in Iced Chocolate makes a delightful 
combination. 


CHOCOLATE ICE CREAM 
Philadelphia 


Take one cupful of chocolate; stir into one cup- 
ful of boiling milk: cook together for two minutes, 
and when well dissolved strain and place in ice to 
cool. Mix one cupful of sugar with one quart of 
good cream and add the chocolate preparation 
when cold; flavor with one teaspoonful vanilla 
extract. 


CHOCOLATE CAKE 


One cup of suger: piece of butter size of egg creamed: 
two eggs; one-half cup of Ground Chocolate: one-half tea- 
spoonful cinnamon: one-half cup of milk; one cup of flour: 
two teaspoonfuls of baking powder; mix well with flour, bake 
in layers. spread with either strawberry jam or white of egg 
beaten to froth with cup of suger. 


CHOCOLATE FUDGE 


Four rounded teblespoonfuls of Ground Chocolate: two 
cupfuls of suver: one cupful of milk: butter the size of « 
small hen's ea-,: one teaspoonful vanilla; two drops lemon 
extract. Boi! suger, butter, and Milk until thick end add 
chocolate; cook until thread spins when tried: then add ex- 
tract and teke from fire, stirring until nearly cold of becomes 
sugery. Turn on « well-buttered dish end cut in squares, 


CHOCOLATE SAUCE 


One egg; one cupful milk: one teaspoonful cornstarch: one- 
half cupful suger: two teaspoonfuls of Ground Chocolate: 
one teaspoonful vanilla. Scald milk and edd the cornstarch 
which hes been dissolved in « little of the cold milk; beat 
egg and add to the mixture with the suger, chocolate and 


vanille. 
CHOCOLATE ICING 


Place two ounces of Ground Chocolate in an enameled 
saucepan, with @ quarter pint of boiling water: set on the 
stove for « few minutes, stirring constantly. Then remove, add 
one-half pound of pulverized suger and stir again until per- 
fectly smooth 


DARLING PRODUCTS, Inc., 652-656 River Street, TROY, N. Y. 
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Old Wine im New Boules 


By Will Read 


WHAT was that phrase that copy was built around, 
years ago, for Colgate’s Ribbon Dental Cream? It was 
something like—we couldn’t improve the contents, so we 
improved the container. At any rate that was the 
thought, and it made such a responsive sales appeal that 
shaving stick producers got busy and began improving 
their packages. 

From perforating the silver foil around the stick, so 
you could easily tear it off as the soap was consumed, to 
tops which would spring open at a touch, to plain holder 
tops, to handy grip tops, to grip tops with such sturdy 
bases that the stick stood up firmly, the campaign to im- 
prove the package went merrily on. There was no rever- 
ence for old packages here. The modern package, the 
improved package—these became the talking points in 
sales and advertising efforts. It was the container that 
was featured. The contents took second place—and in- 
creased sales resulted. 

Old wine in new bottles! The good old product in a 
The shaving stick producers 


were not afraid their regular customers would shy at any 


good new modern package. 


change made which would add to the service and improve 
They found the better 
package a sound and successful sales and advertising 


the appearance of their packages. 


argument. 
What was true and important some years ago is of 
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A group of old 
established _ prod- 
ucts shown in 
former and present 
package garb. A 
new dress on an 
old standby puts it 
in the steadily mov- 
ing selling class 


Photo by Kehnquist 











greater importance today. Not only through the proof 
offered by experience but also because the consuming 
public kas become acquainted with modern designs in 
everything from architecture to interior decoration, from 
motion camera work and settings to toys for children, 
from styles in dress to gadgets for the home, pocket, car, 
office and speakeasy. Change is everywhere, improve- 
ment is constant, advancement is forever required—or 
elimination. 

Even our vast towering skyscrapers become obsolete in 
a comparatively few years, and in a few more they are 
discarded as casually as is the motor car which was the 
pride of its owner a couple of seasons ago. We are 
producing for prosperity, not for posterity, for we must 
grow, advance, achieve if we are to give an account of 
ourselves and our progress to coming generations. It is 
the steady flow forward which we must hand on, not 
stagnation. The next generation will not find the world 
as we found it, but as we will leave it. It will not find 
the products of commerce as we found them. They will 
either have improved or passed out of the picture. So 
will their packaging manners, methods and appearance. 

With few exceptions the day of the good old standby 
has passed, both as to product and package. Strenuous 
advertising and aggressive sales campaigns have kept 

(Please turn to page 64) 

















_ sales point-its fresh, 
creamery flavor . 







There’s good reason why butter wrapped in Alcoa 






Aluminum Foil retains its original sweetness, its fresh 






i creamery taste, for weeks after churning. Alcoa Alumi- 






+ num Foil keeps its natural moisture IN and air OUT. 






& Furthermore, Alcoa Aluminum Foil shuts out all other 
odors from butter. And the foil itself does not in any 
way affect the taste of the butter. These qualities of 












| Alcoa Aluminum Foil make it valuable not only for 





' wrapping butter but also for wrapping figs, raisins and 
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AICOA ALUMINUM 


'ALCOA| 


Ten inches long—2'2 inches in diameter— yet never a 
crack, never a leak! Never a “‘side-door”’ exit! Light, strong 
Collapsible Tubes of Alcoa Aluminum carry with’ safety 
roofing pitch, caulking compound, belt dressing, polishing 
compounds, grease, paint, ink—and countless other heavy 
viscous materials. 

Collapsible Tubes of Alcoa Aluminum have extra strong 
side- walls, shoulders, necks and closures. They with- 
stand the internal pressure of gas which many volatile 
materials develop during hot weather. 


Collapsible Tubes of Alcoa Aluminum are so light in 
weight they save on packing expense, freight bills and 
import duties where charges are calculated on weight. 
Since their manufacturing process includes anneal- 
ing, the metal is clean arel dry—ready to receive 

any decoration you may desire. 


Strong, light Collapsible Tubesof Alcoa Alu- 
minum can be furnished insizes up to 214 

in. or more in diameter and Io in. in 
length. Inquiries to ALUMINUM 
COMPANY of AMERICA; 

2429 Oliver Building, 

PITTSBURGH, PENNA. 
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Group of cosmetic | 
packages which 
combine practical 
features with those 
of suitability and 
attractiveness 
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Packanine the € mnt _— 


THE SUCCESSFUL PACKAGING of a cosmeur 
line involves many problems not at once apparent to the 
untrained eye. To the casual buyer the artistic treat- 
ment or the color ensemble aside from the quality of the 
product is the chief factor influencing purchase, but to 
the manufacturer the most important element is economy. 
The manufacturer must determine just what proportion 
of his budget he can afford to expend on the package. 
Having decided this he should look over the displays of 
the bottle and jar manufacturers for stock bottles. He 
will be amazed at the various shapes and types available. 
Of course, if he has decided to have a special type bottle 
requiring a special mould he must allow for the additional 
cost. But in either case by all means consult the con- 
tainer manufacturer as his experience has familiarized 
him with the many pitfalls and advantages of the various 
types. 

Economy from the manufacturer’s standpoint must go 
hand in hand with several essential considerations from 
the consumer’s viewpoint. Is the bottle practical, is its 
contour such that the last bit of liquid can easily be 
poured out? The same applies to cream jars; is the 
opening wide enough to enable the fingers to obtain 
easily the last bit of cream? Another important feature 
is the balance. Top heavy jars and bottles are liable to 


By Myra N. Conklin 


upset and nothing is so annoying as to spill some sticky 
liquid ever the dressing table. 

The vital question of closure must be considered care- 
fully. There have been several instances of excellent 
creams packaged in glass jars with “set-on” glass tops. 
While these have made most attractive packages they are 
not practical. In traveling the top does not remain se- 
cure. Also being of glass they are easily broken. The 
new Marlaine jars with their “screw on” tops are a good 
example of experience teaching the necessity for this 
change. 

Just so with bottles. A ground glass stopper is seldom 
seen today as a closure for astringents, liquid creams 
and lotions; they, too, have been replaced by the more 
attractive and practical plastic “screw ons.” A typical 
example of this is the Kathleen Mary Quinlan products. 
The bottles shown also depict the ideal private mould 
container. The rather stiff set lines of a perfectly square 
bottle are obviated by the slight flare which is just suf- 
ficient to enhance the beauty and at the same time afford 
a perfect balance. The closure while round however 
possesses that same slightly flaring effect, forming a per- 
fect and harmonious ensemble. 

Still another consideration, and by no means. unim- 
portant in selecting containers, (Continued on page 66) 
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— Editorially Speaking 


In these columns in the 
August issue, we said, re- 
garding the promotional 
type of package, “If the product manufacturer believes 
his product can sell itself to consumers and he wants 
to get retailers to help him accomplish this he must have 


More On The 


Promotional Package 


a promotional type package.” 

Continuing these thoughts, we state further that if his 
selling will permit the use of a promotional type package 
and he is not using this kind of a package, he is the 
victim of three circumstances: (1) He is using his ad- 
vertising dollars to do a part of the selling job which the 
package can do; (2) he is getting fewer sales from 
his advertising dollars, and (3) he is getting less co- 
operation from retailers than is available to him through 
the use of a promotional type package. 

Unfortunately, few cases are available which will show 
the actual proportion of sales work accomplished, sepa- 
rately, by packages and advertising. In most instances 
there is no attempt made, on a manufacturer’s cost 
sheet, to separate such items, and the corresponding ex- 
penditures are usually grouped under the general head 
of promotional expense. “How much should I spend 
for my package?” is not an unusual question from the 
manufacturer, and the answer, if one is to base it on 
such available data as above noted, is seldom to be 
found. 

It is customary, we believe, to predicate or budget, 
if you will, advertising appropriations on anticipated or 
estimated sales results. So much is set aside with the 
expectation that tangible and profitable returns will be 
Here we find a careful weighing of the 
Therefore, we logically ask, is the same 


forthcoming. 


selling plan. 
degree of thought and consideration, with its relative 


expense, applied to the package plan? In too many 
instances the answer is no. Whether this is because 
of a lack of understanding of the influence which the 
package exerts or can exert on sales or an unwilling- 
ness to admit this relationship, we cannot say. 
Regardless of any other promotive efforts which are 
supplied as aids to the sale of a packaged product, the 
fact remains that the package—to be successful—must 
function at the point of sale—it is the direct contact 
between the buyer and the maker of the contained mer- 
chandise, and, as such, should express the personality of 
the product and that of its manufacturer. To put it 
bluntly, there is, only too frequently, the tendency to 


46 MODERN PACKAGING 





design and produce a package which exists for the adver- 
tising rather than to have the advertising exist or func- 
tion for the package. 

Let every product manufacturer weigh his package 
and selling plans to determine whether his package 
should have added promotional qualities. It will like- 
wise pay every maker of packages and packaging ma- 
terials—as well as designers of packages—to review 
their prospects and make future recommendations in the 
direction of the promotional type of package—as a de- 
pendable means toward increased consumer sales. 


Sd 


A paper box maker on the Pacific 
Coast has written us concerning the 
practice of furnishing sample boxes 
to customers, making the claim that at least 90 per cent 
of the samples, gratuitously furnished, are unnecessary 
and constitute unjustified expense to the box maker. 
Many box makers, he says, feel that the furnishing of 
free samples is good advertising but, he adds, ‘even 
good advertising can be made poor advertising when 
duplication and waste accrue.” 

As a means of overcoming or reducing this expense, 
he suggests—and has actually put into practice—a plan 
of making a nominal charge for all samples or charging 
the full cost of a sample and reimbursing the customer 
on the original order. Unfortunately the requests for 
samples continue. He tells us: “We recall one case 
where a fussy customer received ten samples and finally 
bought 100 boxes for $12.50, and not only is he a small 
operator (2,000 boxes per year) but slow pay besides, 
and I'll ask you what profit can anyone make from 
such advertising? Someone may say that this is un- 
usual, Perhaps it is, but any number of box makers 
can quote cases where a customer has obtained samples 
from everybody who quoted—so much so that the cus- 
tomer’s office looked like a box shop office. After all, 
only one man can get the job—and the rest lose their 


What Price 


Box Samples 


samples. 

“Ask any box maker to make you a price on one 
special box, and note the disgusted look on his face 
because he just can’t figure a selling price that seems 
But ask him for a sample, no matter how com- 
I’ve seen samples which 


right. 
plicated, and see him smile. 
were actually printed and gold embossed, and not with a 
finished wrap on hand but from the customer’s own cut 
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and die. If the box maker had been asked to charge at 
cost, the bill would have floored the customer. But a 
sample—that’s business. And nowadays we do so many 
costly things under the guise of business it’s about 
time we remembered that a million dollar business done 
at a $1.00 loss is no business, and at best is worth 
nothing.” 

It is to be expected that customers of box makers— 
or, for that matter, of any other manufacturer—will 
seek to obtain the most favorable terms on service or 
merchandise, even to the point of matching competitors 
against eath other. With the present era substantially 
“a buyer’s market,” this condition is undoubtedly more 
acute than ever. But the remedy in instances of this 
sort, it seems to us, lies largely with the supplier and 
his group, whether he be in the business of furnishing 
paper boxes, other types of containers or various sorts 
of packaging materials. If the goods he sells are 
properly interpreted to his customers—in terms of an 
aid to sales rather than merely conveyors of merchan- 
dise—there will be less tendency on the part of those 
customers to seek for unreasonable favors. 

+ 
Taking our job quite seriously, 
we have come to the belief that pack- 
ages, in some form or other, can be 
applied, advantageously, to everything. In some in- 
stances, of course, our enthusiasm probably carries us 


The Human 
Package 


to imaginary or unreasonable lengths. But no one can 
deny that package principles have a direct application in 
every phase of modern merchandising. 


We are adding to our collection. Among the most 
recent of the contributions is a reference, new to us, 
which has been sent in by one of our European cor- 
respondents. ‘“The human package is of vital import- 
ance. All business today knows the value of presenting 
its wares as attractively as possible. Well dressed goods 
sell better than the same goods poorly dressed and care- 
lessly presented. And the same thing applies to the 
human package. The first impression anyone and every- 
one gets of us comes through our appearance. If it 
does not please, if it does not inspire confidence in the 
contents of the human package, the first impression may 
be the last. Our personal shop window is passed by. 
Our goods left without a purchaser. Attention to per- 
sonal appearance is always sound commercial practice. 
Today it is more important to look successful than it 
has ever been before in history.” 

This little piece—in pamphlet form—is distributed by 
Hield Bros., Ltd., spinners and weavers, of Midland 
Mills, Crosshills, Keighley, England. It is one of a 
series of “Hield Sayings” and is captioned “The Human 
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Package.” 





Ruminations of a Package Addict 

BETTER containers have eased into the ranks of 
Phrased Fallacies, “A drug on the market.” For drugs, 
apparently, have speeded themselves along to the ultimate 
consumer since packaging became Modern. 


A PACKAGE THAT CARRIES a sting for the 
consumer is recommended by the Department of Agri- 
culture. Made to contain live bees, a three-pound size, 
contains 15,000 workers and a queen. Isn’t that a honey? 


THE ELONGATED GLASS BOTTLE that dis- 
plays motor oil at Sunoco filling stations, make a quart 
look like more than it is... and even though it may not 
be more effective in the crank-case, it is on the man who 
has to buy it. 


THE ASSOCIATION OF IDEAS automatically 
functioned on first glimpse of Yardley’s “niche,”—a 
molded background for their product. Why not alter 
the base just enough so that a lamp socket would fit in, 
and offer it as a night-light shade—say for a bed-time 


complexion cream ? 


QUOTING A PHRASE from a city health official, 
“Babies should be wrapped well; summer and winter,” 
F. P. A. of the Herald-Tribune, makes an old tune fit 
the thought with, “I guess I'll have to Cellophane my 
Baby!” . . . Looks as though the Cellophane gags will 
soon rival those of the flivver in number and variety. 


JUDGING BY the number of “re-use” containers 
made to serve cigarette smokers, it might pay the cigar 
industry to subsidize package designers . . . The latest 
appeal to the fag-fanciers coming to our attention is the 
gift box display package by the Wahl Company, made 
to hold pen or pencil sets, and convertible to a cigarette 
holder, and serving as a pipe rack as well. 

SOME DAY spice-grinders are going to double their 
sales of their product by adopting a package that pro- 
vides an educational note. Then maybe brides—and 
many other married women—will be able to enlist the 
aid of the evasive Mace, Allspice, Cloves, Ginger, and 
even Nutmeg and Cinnamon in their culinary endeavors 

. . Easily accomplished by use of package inserts or 


outserts. 


FRIGIDAIRE, announcing a saving of $9.96 per 
month through the preservative functioning of their re- 
frigerator, might start the food industry to worrying. 
Let’s see; if they have sold 100,000 Frigidaires, and their 
theory holds good, that means a potential lessening of 
food consumption amounting to almost one million dol- 
lars per month! That’s food for thought. Perhaps the 
farmers, the packers and the food producers now have a 
legitimate alibi for sluggish sales. M. C. D. 


SEPTEMBER, i932 





The >; rae Teen 


W riting Paper Packages 


By Ann DiPace 


EVEN with the coming holiday season making the 
novelty package of writing paper somewhat compulsory, 
there is a gradual swing, evident throughout the indus- 
try, to the return of the more conservative type of 
packaging for social industry. The concensus of opinion 
among writing paper manufacturers is that the former 
package has had its day as to popular style, and although 
there will be a continuance of the novelty package its 
number, as well as the degree of novelty, will be consider- 
ably reduced. 

In favor, among the majority of manufacturers, is the 
set-up box with the hinged cover, with the portfolio and 
book-style containers following. 
what is termed the re-use package, is shown in great 
numbers, particularly at this time, due, naturally, to the 
public’s demand for unique presentation of the conven- 
tional Yet, of the 
brought out in time for holiday buying and shown as 


Christmas gift. many offerings 
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The utility package, or , 


éexclust Ve. 


Christmas numbers display the simple yet tasteful style 
indicative of the coming trend. 

The latter packages possess an air of luxuriousness 
and attractiveness which, to an unbiased mind, augurs 
well from a selling standpoint for continuance as staple 
merchandise. These packages are not limited to the con- 
ventional flint, friction glazed and linen finishes. The 
newer materials which, until recently, have been utilized 
to cover containers for entirely different products are 
now being successfully adapted to social stationery pur- 
poses: Velour paper, for instance, used extensively 
among the cosmetic, hosiery and men’s clothing acces- 
sory industries; gold and silver papers; embossed metal 
And 


among the novelty packages, chintz cloth, formerly re- 


labels and the more dignified decorative papers. 
stricted to boudoir accessories; imitation leathers, seen 
so frequently on cosmetic and jewelry containers; em- 


bossed metal papers; all-over floral decorative papers 
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as well as the gingham check motif 
of provincial fashion. 
Careful allotment of 
stricted decorative motifs, an unusual 
design note, play their part in mak- 


color, re- 


ing the new conservative packages 
outstanding. The White & Wyckoff 
Manufacturing Company, in a series 
of informal writing papers, obtain 
this effect of smart simplicity by a 
few diagonal colored lines, a_ sil- 


houette illustration and the fine let- 
tering which designates each num- 
ber. In addition to the “Hello there” 
number illustrated, there is the 
lot,” “With and 
kisses” and ‘‘Now I'll tell one” num- 
bers, which are equally as charming 
in execution and illustration. 

The “Pert” folded notes, another 
number from this company and illus- 
trated on these pages, achieves in the 


“Thanks a love 


design of its package not only con- 
servatism but sophistication as well. 
The popular black and white style 
note is carried out in this number as 
well as in its companion piece called, 
“Folded cards.” The former, how- 
ever, has a silver cover with a black 
and white gingham check base, where- 
as the container for folded cards em- 
ploys a decorative paper of silver, 
black and white stripes. 

The Powers Paper Company is 
showing four unusual numbers and 
with the exception of one, all em- 
ploy a decorative paper, yet each is 
of an entirely different style. The 
portfolio number which has_ three 
folds, two for writing paper and the 
third with a compartment for en- 
velopes, employs a glazed paper in a geometric design 
of various colors, yellow and gold predominating. An- 
other, a hinged lid container, is covered with a glazed 
imitation leather paper in black and white, green or 
tan, with a gold paper base. And the third is a com- 
partment hinged box, the cover and filler covered with a 
chintz design decorative paper and the base in a plain 
flint paper. 

The most unusual number in this group, however, is 
the ivory colored book package with blue corners, covered 
with a flint paper which depends primarily for its sales 
appeal on the transparent cellulose window, permitting 
the cut-out initial on the stationery to be visible. 

Whiting & Cook, whose new packages are illustrated 
at the right of those from the Powers Paper Company, 
is another house that achieves simplicity with distinc- 
tiveness in their holiday numbers. One particularly 
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charming package is a two-tone, cut-out portfolio with a 
single modern floral decorative note. This is carried out 


in a shiny glazed paper in green and black, red and black 
or blue and black. 

And for the kiddies, Whiting & Cook have brought 
out a fascinating number which is called Noah’s Ark 
Made of an 


because of its construction and design. 
imitation fine grained wood in a natural color, with the 
roof and bottom covered with a plain paper of moire 
design, illustrations of the symbolic animals who made 
tip the famous Noah’s retinue are appliqued in black on 
the barge. This ingenious little number, it is safe to 
predict, will hit the buying public like wild-fire. 

Using the basket as its inspiration, this company has 
brought out another number which will receive unques- 
tionable approval by Christmas shoppers. It has a flat, 
shallow bottom, however, with a wide, square handle 
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and the transparent cellulose wrapped writing paper lies 
within, with no other covering. Unlike other decorative 
paper covered boxes, this number employs the large floral 
motif in pastel shades on a green background. 

In the showrooms of the Puritan Stationery Company 
and Marcus Ward Company, the new packages are equal- 
ly divided between the conservative and novel. One of 
the most interesting numbers in the former class dis- 
tributed by the Marcus Ward Company is the Lily of 
France series of social stationery. Here that luxurious 
material, velour paper, is used. The larger size pack- 
age, which is designed like a book, employs brown as the 
covering with dull gold paper on the base and sides 
and for the binding edge. A gold embossed metal label 





bears the company and brand name. The smaller pack- 
age, utilizing the same material, is carried out in blue 
and silver with harmonizing embossed metal label, and 
is of the French lid type. 
Although all the new numbers show ingenuity, taste 
and careful planning, it is quite evident from the novel 
packages on display that the packaging styles of other 
industries have contributed to their creation. Particular- 
ly strong is the cosmetic or toilet-goods packaging in- 
fluence, two numbers of which are illustrated. One, 
from Marcus Ward Company, a one-piece boudoir box 
design, is covered with embossed metal paper in the half- 
moon and circle motif and is appropriately in the red 
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and green of the Yuletide season. The second, from the 
showrooms of George S. Heineman & Co., received its 
inspiration from the powder-puff vanity table of our 
Colonial forebears. This is a dresser tray covered with 
chintz cloth. Made with three compartments, the center, 
which is filled with stationery, has a hinged cover with 
a mirror back. It has a most practical re-use value for 
cosmetics, jars and other accessories with which the fair 
sex adorns itself. 

Other practical but extremely novel packages from the 
latter house are shown. One is the lap desk set—a wood 
bevelled box, chintz cloth covered, with a reversible cover 
forming a desk writing surface and pad. And borrow- 
ing from the office equipment industry is the letter-file 
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box, covered with chintz on the outside as well as on 
the inside of the drop front and decorated with a copy of 
an old painting on the inside of the hinged cover. An 
alphabetical index for guidance in filing when the sta- 
tionery has been used, completes this novel package. 
The notion goods trade also comes in for its share of 
influence toward the novel packaging of social stationery. 
An oval cretonne lined box, covered with decorative 
paper in either a polka dot or chintz design and with a 
removal cover has the re-use feature of a sewing basket. 
Pockets in the lining permit the storing away of all those 
necessary adjuncts to the needle and thread. Appliques 
of animals, such as Scotties, (Please turn to page 81) 
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HOW PACKAGING—and merchandising of the idea 
behind this packaging—brought new markets and even- 
tual leadership in these markets, is the story of the L. 
H. Gilmer Company. This concern’s experiences dur- 
ing the past 12 years form one of the most graphic rec- 
ords of what modern packaging can do to carry a busi- 
ness to successful sales volume. 

In 1920 this concern was manufacturing about 30,- 
000 automobile fan belts a day which were used by the 
car manufacturer for original equipment and _ replace- 
ment. But because woven endless belts went mostly to 
motor car manufacturers, the company decided to go 
after the replacement market among automotive acces- 
sory jobbers and dealers. 

Other manufacturers already were in this replacement 
field, but they were selling belts which as units fitted 
only certain cars. Their product was packed in large 
quantities per box, and the trade looked on fan belts as 
an unmitigated nuisance. 

Gilmer’s carefully planned attack on this new market 
was to cut the number of belt sizes and then to package 
belts only 25 to a carton, later 10 to a box. Through its 
own salesmen’s work on jobbers, backed by intelligently 
planned national and local advertising, the company soon 


gained about 95 per cent distribution in the replacement 








Individual Cartons Bring 
Marker Leadership 


By Charles G. Muller 


field. Then rubber belts unexpectedly came into popu- 
larity, and for about 14 months the company was out 
of the new replacement market. At last, in 1923, the 
company developed an excellent rubber product and, 
with it and certain packaging ideas, set out to recapture 
its business. 

Study showed: (1) That jobbers and dealers had to 
buy too large original stocks; (2) that these big stocks 
of rubber belts, exposed on hooks or lying on shelves, 
checked and cracked and became brittle; (3) that, under 
the usual method of hanging belts on nails along the 
store wall and pawing over the entire mass when a call 
came for a particular size, the dealer lost sales in spite 
of his big investment. 

Gilmer therefore decided to do five things in tackling 
its market anew: (1) Cut down the number of belt sizes 
to absolute minimum, making one belt service many 
cars; (2) standardize prices in various groups and so 
make selling easier for dealers; (3) package the new 
rubber belts in a way to prevent deterioration from light 
and air, and (4) provide the dealer with a cabinet that 
would effectively display this simplified, packaged stock 
in plain sight on the counter. 

Most important of all, the new sales drive called (5) 
for an individual carton for each belt! This was a 


In providing individual cartons for 
its various products, the Gilmer 
Company reduced dealer losses 
through depreciation, — simplified 
selection of stock and increased con- 
sumer convenience. Plainly marked, 
these cartons easily identify their 
contents 
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brand-new idea in the field, and it turned out to be the 
basis of Gilmer’s present merchandising success. 

The individual cardboard carton was flat and oblong, 
attractively colored in orange, with belt sizes plainly 
printed in black and the company name in white. Each 
belt box was branded with a group number, and each 
belt group was designed to service as high as 40 different 
car models. 

In putting each belt into an individual carton and 
making a few sizes service many cars, the company found 
it had gone far toward cutting down average dealer 
stocks, toward reducing dealer losses through deprecia- 
tion, and toward helping the trade tell at a profitable 
glance whether a specific belt was in stock. But it was 
the merchandising of special assortment steel cabinets— 
carrying out the orange, black and white color scheme of 
the cartons—that eventually enabled the firm to carry 
its individually packaged belts to leadership. 

“We planned originally to have but one assortment,” 
says Charles H. Bauer, general sales manager, “and we 
started out with a cabinet holding 100 belts. This was 
quickly modified. For although the ideal 100 assort- 
ment would service 98 per cent of existing car models, 
not every dealer was financially able to invest more than 
$50 in belts at one clip. While the man with $100 credit 
limit used up more than half of it right off for such a 
cabinet and could not buy much other goods. 

“We therefore brought out a second assortment con- 
taining only 50 belts, an assortment that would take ade- 
quate care of all the more popular cars. We made great 
strides with this, but continually ran into many dealers 
who could sell belts only for Chevrolet, Ford, Dodge and 
Buick cars and so did not need even the 50-belt cabinet. 
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Steel cabinets, which match 
in color those of the in- 
dividual cartons, are pro- 
vided for retailers’ convent- 
ence and aid in the merchan- 
dising of the special assort- 
ments of Gilmer products 


To service these four specific cars, we designed a third 
cabinet holding only 25 belts, now 30. 

“When we announced this very small cabinet, our 
salesmen bucked the idea violently, thinking it would 
hinder larger assortment sales. But actually this small 
assortment uncovered a field of its own, opened virgin 
jobber territory, and outstripped in sales all other cabi- 
nets combined—without interfering with any of the larger 
assortments, all of which continued to show a healthy 
increase.” 

These cabinets, besides holding a comprehensive, bal- 
anced, individually packaged belt stock of tested sales 
power, had another feature which boosted individually 
cartoned belt business. This feature was extra space 
for the dealer to carry special belt sizes which his par- 
ticular trade demanded. The 25 assortment, for in- 
stance, had room for the dealer to add 20 belts to 
meet local needs. 

Then, when the dealer had increased his stock a few 
belts at a time, the salesman stepped him up a cabinet 
In time, the company developed a “sectional book- 
case” plan providing units or bases for each original cabi- 
net, to handle either new groups of packaged belts or 
These extra sections 


size. 


larger numbers of regular sizes. 
proved so successful that today a finishing touch has 
been added in the form of a frame on casters. When 
the cabinet and its added sectional bases are put into 
this, the whole forms a floor stand that the dealer can 
move to any convenient place in his shop. 

Interesting, because it 
shows how original ideas 
are changed almost imper- 
ceptibly by ever new mer- 
(Continued on page 81) 




































































From Old to New in Varnish Cans 
(Continued from page 36) the change or wrote the 
house with favorable comment. 

Varnish cans which are oblong in shape do not readily 
lend themselves to all-around labeling with paper labels. 
They are usually spot-labeled, with a mass of the tin 
showing as a margin on the face. Paper labels, too, are 
asily damaged. But with the lithographed varnish can, 
the color is carried all around the package, and under 
ordinary shelf handling, remains practically as spick and 
span as when first received. 

In the case of the Republic Paint & Varnish Works 
with its Uni-Spar Varnish, the company at the time of 
its package change, was bringing out a varnish under 
the same brand name, but instead of a slow-drying 
product it was to be a 4-hour dry. Republic desired 
to make a complete change from its old label, which 
carried a mass of information and which was typical of 
package design that had been common for a number 
of years. 

The trade-mark is 
Ina 


And it was a striking change! 
spotted in the upper right-hand area, very small. 
circle two-thirds down, a little to the right, the product 
The company name is small in an 
Black and red rays beam 
From 


name is carried. 
oblong box across the bottom. 
from the bottom of the can shooting to the top. 
the upper left a streak of yellow lightning crashes into 
the product name, perhaps a very obvious method of 
carrying the eye to the name but nevertheless effective. 
The lightning is also intended to convey the thought of 
speed, with which the varnish dries. 

The success of the new product combined with the 
new package is revealed in the fact that today the old 
has been almost completely eliminated by the new. 

Paint companies for years had been using on their 
varnish cans, exact duplications of the labels on their 
paint packages. Many still do today, but the fact that 


it is profitable to drop this old custom and give the 
varnish package a dress that follows its lines and curves 
will probably prompt many manufacturers to try the new. 


Offered in combination with Palmolive 
or Colgate’s shave cream, the new Gem 
Micromatic rasor makes its appearance 
in a box of striking simplicity. The 
top panel is covered with an embossed 
silver paper, overprinted at one end 
in green, with silver letters showing 
through. Sides of the lid and base are 
covered with shiny black embossed 
paper, and the lining, top and bottoi, 
is of grecn embossed with a small 
design 


The Simplified Practice Division of the Depart- 
ment of Commerce announced recommendation 
126-31, set-up boxes used by department and specialty 
stores. 

On Sept. 17, 1930, the division of simplified practice 
furnished the Committee of the National Retail Dry 
Goods Association with data collected during the four 
months’ survey covering actual practice in the thirty-four 
selected department and specialty stores. 
that the data should be treated under three main heads: 

Simplification of sizes of supplies: In the development 
of simplified practice recommendations to reduce the 
variety of sizes of packing supplies, the committee in- 


has 


It was decided 


tends to take full advantage of the regular service offered 
by the division of simplified practice. 

Standardization of quality of supplies: The develop- 
ment of suitable specifications and standards of quality 
and performance for each type of supply will be carried 
on in collaboration with representatives of the manu- 
facturers concerned. 

Standardization of methods: The committee will make 
a scientific study and a recommendation to the depart- 
ment and specialty stores as to the most efficient and 
economical methods of folding and preparing merchan- 
dise for delivery. This third part will also include a 
specific recommendation as to the necessary varieties of 
supplies which the stores should carry. The committee 
is convinced that in order to get full advantage from 
the study the stores should use the simplified practice 
recommendation in conjunction with standard folding 
methods. 

As a result of the committee’s work, there were pre- 
pared tentative simplified lists of sizes for four types o1 
packing supplies, namely, set-up boxes, folding boxes, 
corrugated boxes, and notion and millinery paper bags. 
These were submitted for the consideration of a general 
conference of all interests. 

The result of the action of the general conference was 
to reduce the 1,084 sizes of set-up boxes, which were 
being used by the stores surveyed, to 194 varieties, a 
reduction of 82 per cent. 
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This A. & P. coffee display provides a series of 
shelves for the products; describes each flavor; pic- 
In new dress, Dr. Price’s Vanilla package has made tures, ina parti-colored top panel, its usc, and states 
a complete change in carton, label, bottle and closure, the price—a complete selling job in one unit. Created 
and produced by Einson-Freeman Co., Inc. 





affording greater convenience and shelf visibility 





signed to conform, so that each complete package is in 


For Summer Snappiness 
harmony. That the treatment accorded these pack- 


Let it not be intimated that summer alone is the 


season for those who believe in being well turned out. ges is such as to attract sales must be admitted. 


The fastidious dresser will at all times maintain a well- , ' 
f 1Atlantic Carton Company. 
groomed appearance trom top to toe, so that he or she 2Hazel-Atlas Glass Company 
naturally includes in the list of “auxiliaries to dress” a 3New England Collapsible Tube Company. 


supply of shoe dressings, cleaners and 
other materials of like nature. But 
during the summer months there is 
ample evidence of the use of these 
preparations, for then is the time when 
the ‘‘white ensemble” has its particular 
innings. 

Very much in the modern mode are 
the new packages used by the Everett 
& Barron Company, of Providence, 
R. I., in featuring Glace shoe dress- 
ings. As may be seen from the accom- 
panying illustration, the cartons,’ print- 
ed in silver and black on white, and 
afterwards pebbled, are particularly 
striking and offer an excellent oppor- 
tunity for a group display. A similar 
effect is likewise apparent in the New 
York Polishing Set carton, which be- 
longs to the same group. Labels, 
bottles,? tubes* and closures are de- 
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Photo by Heatfield-Tillou, Courtesy of Phoenix Metal Cap Company 


[_— | * Find — Be Look Ay 


DISTINCTIVENESS plus beauty plus utility char- 
acterizes, briefly, the new packages which the O-Cedar 
Corporation has adopted for its O-Cedar Wax Cream. 
To quote from the September issue of the Phoenix 
Flame, “The fragrance of the cedar is the very essence 
of purity and cleanliness—and there you have the secret 
of the success of O-Cedar products. They are known 
and used wherever cleanliness is prized.” This impres- 
sion of cleanliness is conveyed in the packages themselves. 

The distinctive bottle is definitely not a cosmetic de- 
sign. The ribbed treatment extending up to the label is 
more than just a decoration; it provides for a firm grip 


in the hand. The bottle stands solidly on its round base, 
and shows the product to maximum With 
its orange and brown label and orange cap, it possesses 
high visibility in the store and is easy to find and look 


advantage. 


at in the home. 

There are three sizes, as shown in the illustration: 
Junior, which sells for 25 cents; Utility, at 50 cents, and 
Economy, at $1.00. The design of the bottle is by Simon 
de Vaulchier, president of Industrial Design, Incor- 
porated ; it is manufactured by the Owens-Illinois Glass 
Company. The orange metal cap is a Phoenix ST, 
manufactured by the Phoenix Metal Cap Company. 
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The Independent Grocers’ Alliance, with 
the assistance of the Martin Peanut Prod- 
ucts Corporation and the cooperation of 
the design department of the Owens- 
Illinois Glass Company, has started on a 
program of re-styling its line of foods 
packed in glass. Shown at the left are two 
sizes of the new peanut butter package 
which represents a departure from the 
round jar formerly used and retains the 
old label 


Providing a single and convenient means 
of display for the new Boston Bantani 
garters, the slotted card which carries each 
pair can be set up in the tray of the box, 
as shown in the illustration at lower left. 
The display card is an enlargement of the 
design which appears on the top of the 
box—in color, green and black with white 
lettering 


Two shades of green on a yellow back- 
ground form the color scheme used on 
this new carton (below) for Club soda 
crackers put out by J. S. Ivins Son, Inc. 
Lined board is used in its construction. 
Made by the Russell Box Company 








A NEW LIGHT WEIGH 
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ONE CUSTOMER OUT OF SEVEN 








—BECAUSE OF BAD TUBES! 


As many as 4 out of 5 consumers of products packed 
in tubes are annoyed, now and again, by pin holes, 
cracks and other troubles with tubes. 


And when a product messes up a customer’s hand, the 
chances are at least 1 to 7 that he'll change to another 
product on account of these tube flaws. 


That is what the Bureau of Industrial Research 
found out by questioning subscribers of leading maga- 
zines. Practically every product packed in tubes, and 
distributed nationally through drug stores, was men- 
tioned by those answering the questionnaire. 


That, also, is what we mean when we say that bad 
‘ubes lose good customers! Here at Sun Tube we aim 
to insure against this risk by approving only tubes 
that are trouble-proof. 

To find faulty tubes, to throw them out, to allow 
only perfect tubes to be shipped—that’s what every 


«SUN TUBES 


machine and device, every worker and inspector is 
centered upon in Sun’s precision plant. Sun tubes 
simply have to be good to get out of this scientific plant ! 

And Sun’s production record on this score certainly 
indicates success. Pure materials, precision machines, 
and science in inspection make Sun tubes trouble- 
proof! Whether you require 1,009 gross per year or 
100,000, Sun can manufacture trouble-proof tubes for 
you at prices that stand comparison! Give us a call! 


“TROUBLE-PROOF” 


SUN TUBE CORPORATION 
HILLSIDE, NEW JERSEY 
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IDEAS 


Following the newspaper columnists we note, with vicarious 
pride, occasional references to packages . . . Heywood Broun of 
the IVorld-Telegram, was once exasperated to the point where 
he devoted considerable space to an experience he had in at- 
ee oe. S 

package 


tempting to open a package of well known cigarettes . . 
of the 
words , 


Herald-Tribune, has put modern words 


to a popular song of some time back . . . and Agnes 
Smith of the American, had a deal to say the other day about 
packages she had come across ... And no doubt there are many 
others .. . We can’t read everything. 

* r * 
3ut package consciousness is growing . even the depression 


can’t stop it... If there is any doubt about this . . . just watch 
how the sales on any commodity increase when it makes its 
appearance in a new package... properly designed of course... 
Out of the ashes of the old package there arises phoenix- 
like 
of depleted-value stock certificates that you packed away in the 


lil’ old tin box 


a new package But you can bet the last stack 


if you still have one that the recent 


pride of the shelf and counter . that new package . . . didn’t 
grow by itself It took brains to work it out . to build 
it... ideas... ideas in design... ideas in materials . ideas 


all developed to a practical conclusion. 
+ * * 


in construction... 
Darius Green once had a swell idea . . . he was all enthusiasm 

for the business of flying . . . but it wasn’t until the practical 

took the place of the theoretical that aviation became a going 

thing ... Just the same way with ideas . . . packaging ideas .. . 

they are worth while from a dollar and cents standpoint 

only when they can be translated into practical working terms 
. and give an account of themselves on the ledger that shows 


productive sales 


#34 BOUDOIR AND BRIDGE 


sent in the suggestion of a powder box with a moldcd base 


* * * 


... One of our readers 


and a few days later W. A. Freyer, Sales Manager of Auburn 
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Button Works, 


the illustration 


Inc., mailed. us the idea as an actual sample . 


as shown im The base is of molded black 
phenol resinoid . . . and functions as a coasier or ash tray when 
empty ... Provided with a paperboard top... Sold by the Com- 


fort Manufacturing Company. 


#35 


appeal of the “funnies” goes a long way in sales. 
appeal was combined with a practical shake-up mug 
for the Ovaltine Company the idea 

The Kursch-Kasch Company did 


* * * 


POPULARITY AND PRACTICALITY . The 
So when this 
. molded 
Beetleware in two colors... 
went over in a big way 

the job of molding, 














Says H. FREEMAN BARNES 
MANAGER OF SALES PROMOTION 
INCANDESCENT LAMP DEPT. 
OF GENERAL ELECTRIC CO. 


“We KNOW it has helipad sell 
MAZDA LAMPS” 











Is the IDEA forceful? 


Does the DESIGN command atten- 
tion? 


Is the CONSTRUCTION practical, 


durable, attractive? 
WILL IT SELL? 


Cardboard and ink will make any dis- 
play container, but it's the brains be- 
hind it that makes it Sell. 


Merchandiser Displays Produced by 
Forbes appeal to the dealer who has 
an eye for rapid turnover. 


Mr. H. Freeman Barnes had this in 
mind when he said "Our Mazda Lamp 
Girl Merchandise Display is consid- 
ered one of the best pieces we ever 
used. We believe it has received 
greater use among dealers than any 
other of like character. We know it 
has helped to sell Mazda Lamps." 


cco FORBES 


PHILADELP 
HIA LITHOGRAPH MFG.CO. 
ROCHESTER 


DETROIT BOS TON 
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p ackage Identification 


And p rotection 


By Waldon Fawcett 


CREEPING UP, fatefully, the 
community is a controversial question of class conduct 
Mist 


upon packaging 
that cannot much longer be ignored or postponed. 
the packaging industry develop a “conscience” with re- 
spect to package design? Is it up to packers and the 
package supply forces to evolve, on their own respon- 
sibility, a code of ethics governing the prerogatives or 
privileges of individuality in package dress? Thus 
might be phrased the riddle that confronts us. Or, to 
state the case more bluntly, make the interrogation: Is 
the package industry going to police itself for the sake 
of the safety or security of its “intangible” assets? 

It is the irony of fate, surely, that this problem of 
inter-industrial policy should thrust itself forward in 
packaging circles at the very moment when most mem- 
bers of the group supposed that their only concern was 
with the nature and extent of the package protection 
to be provided by Congress. Trade 
patent reform, modification of the anti-trust statutes 
covering unfair competition—these and other potentiali- 
ties: boiling in the legislative stew at Washington have 
been watched more or less anxiously by bystanding 
Sut, with nary a suspicion that it could 


mark revision, 


package users. 
be put ‘up to the packaging fraternity to grapple on its 
own with the issue which Congress has failed to settle. 


Package Ethics, a Militant Question 


Because so many members of the packaging clan will 
be taken by surprise it is only fair to take a few min- 
utes to explain what has so abruptly sprung this 
bristling question of whether there should be an unoffi- 
cial code of packaging ethics. Although the fact was 
generally unappreciated at the time, Congress sounded 
the summons when, at the very close of that last hec- 
tic session, it received and placed on file, a new and cir- 
cumscribed version of the proposed institution of Design 
Copyright, or Design Registration, which would exclude 
from its protective provisions all forms of packages 
or containers and package ornamentation. 

3ecause that eleventh-hour contraction of the prom- 
ised protection for original designs did not, forthwith, 
become a law, the packaging bloc has paid little heed to 
the incident. But it is tremendously meaningful, never- 
theless. Because it signifies that, in the calculations of 
the patent committeemen of Congress (who sponsor 
all industrial property legislation) packages are defi- 
nitely outside the whole program for Design Copyright. 
As much might have been suspected last year, when 
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the Senate hatched the idea of Design Copyright, 
But the package men, who were momentarily 
disquieted by that juncture, thought it only a passing 
attempt at compromise for the sake of parliamentary 
advantage and supposed we would, in due season, get 
back to the blanketing status of the familiar Vestal Bill 


Limited. 


which contemplated shelter for package designs 
whether these be new “inventions” or merely new ar- 
rangements. Now, as a second and more severe shock, 
comes the House action in compressing Design Copy- 
right, Limited, to the boundaries of a single commodity 
field, namely textiles. 

Even with package designs left out in the cold by the 
Congressional plotters, there might never have arisen 
the burning question of the propriety of self-regulation 
within the package industry if conflict of. interest had 
not arrayed against each other certain package design- 
ers and certain mass-producers of containers. 


Package Designers Go Agitator 

Walter Dorwin Teague put the fat in the fire when 
he stated to MopERN PacKAGING that some of the larg- 
est glass companies in the country are “the most in- 
veterate plagarists today.”’ To date, his fellow-design- 
ers have not been so specific in their accusations. But 
competent observers declare that just so surely as the 
new profession of “package designing” or “package 
development” attains recognition and influence in the 
field, will it be inevitable that pressure shall be exerted 
for the adoption cooperatively of a voluntary code of 
ethics, or formula of mutual showing of respect for 
original designs. Some shrewd bystanders go so far as 
to predict that if Congress pursues its exclusions of 
package designs from whatever design shelter it may 
erect, the packaging scene will witness a campaign in 
behalf of the establishment of a private or inter-indus- 
trial bureau for the registration of designs, similar in 
its workings to the design enrollment bureau of the Silk 
Association of America. 


Glass Container People Stick To Their Guns 


In the interest of an impartial, all-around muster on 
the pro and con of the question, the Glass Container 
Association of America was asked to state its position. 
E. G. Ackerman replied as follows: 

“There is a lot of truth in the statement that the 
glass manufacturers rather consistently copy each other’s 
designs or, I suppose, designs made by professional 








THE HISTORY 


In 1906, over a quarter of a 
century ago, the Lowe Paper 











































Company was started as a 
coating plant by Mr. Herbert 
G. Lowe. Mr. Lowe had an 
extensive knowledge of coat- 
ed boards, obtained while 
manager of the coating de- 
partment of the Falulah Paper 
Company from 1889 to 1906. 


For six years, Mr. Lowe worked 
alone to build the nucleus of the 
present company and to estab- 
lish a firm foundation. In 1912, 
Donald V. Lowe and in 1913, 
Malcolm B. Lowe, two sons, en- 
tered the firm. 


The Lowe Paper Company began 
manufacturing their own board at 
Rock City Falls, New York, in 

1919. 





The desire to make a better board 
and the increasing recognition of 
quality prompted the Lowe Paper 
Company in 1924 to erect a thor- 
oughly modern board mill at Ridge- 
field, New Jersey. An extensive 
Research and Control laboratory 
was established at the same time. 
Simultaneously the name Ridgelo 
was coined to identify the quality 
board being produced. 


Although the name today is but 
eight years old, Ridgelo is the cul- 
mination of forty-three years of consis- 
tent concentration on the production 


of clay coated boards of the highest 
quality. 
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designers. This practice has been in the industry as 
long as I can remember, and I presume that it will al- 
ways be one of the difficulties in bringing out new lines. 

“From a practical standpoint I do not believe that 
there is any way to stop this practice except by mutual 
agreement. In some branches of the industry it has 
been the policy of the better manufacturers not to copy 
each other’s designs, and in these cases it has worked 
out very satisfactorily. In other branches of the in- 
dustry, even though new designs were covered by 
patents, other manufacturers immediately changed the 
design slightly and manufactured practically the same 
article, apparently free from infringement. 

“Further than that, it is exceedingly difficult to win a 
design patent suit in the courts as there are very few 
general thoughts which have not at some time in the 
past been incorporated in some form of glassware. 
There are, however, quite a number of unusual designs 
in the glass container industry which have been carried 
along successfully through design patents, and there 
have been few instances of infringement. One of the 
outstanding examples of this is the Coca-Cola bottle. 

“T do not believe that the manufacturers copying each 
other’s designs has caused us as much trouble as the 
professional designers who have been able to rush copies 
ot designs made by glass manufacturers through the 
Patent Office, and then have instituted suits against the 
manufacturer for infringement. The most noted case 
of this kind is that of a man in Washington who has 
held 


t has been suspected that at least a part of these were 


a great many design patcnts on beverage hotties. 


not original designs, but were designs taken from a glass 


manufacturer, and then rushed through the Patent 


Office to claim priority.” 


Nix on Seasonal Status for Package Designs 


Eloquent of the new trend of thought throughout the 
packaging industries is the above hint from the glass 
container wing that “mutual agreement” may be, after 
all, the only means of commanding respect for original- 
ity in package designs. From the same source comes 
another interesting contribution to current thought on 
the general subject—viz, the theory that packagedom 
does not want copyright registration of designs because 
package designs are not, as a rule, short lived or of 
transient popularity. 

Discussing the design copyright bill, the above-qucted 
spokesman for the Glass Container Association chal- 
lenged the support as follows: “While this legislation 
would no doubt be very good where a seasonal style 
factor is involved, in my opinion it is not at ail prac- 
tical where a design is not just for a season, but would 
cover a period of years. In the case of our bottle de- 
signs, we should be in a position to protect these for 
some little time, and when the the patents are taken out 
we should be sure that there is no priority. In the case 
of the proposed legislation there would have been no 
search for priority and with the mere payment of some 
This 


two dollars we could get a copyright registration. 
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same feature applies not only to bottles, but to all kinds 
of containers and equipment where it is necessary to 
have proposed designs last for at least several years.” 


Canada Modernizes Her Identification System 


This autumn witnesses the inauguration in Canada 
of a revised Constitution for good will protection which 
is of immense significance not only to Canadian pack- 
agers and branders but likewise to all U. S. marketers 
who distribute in the Dominion, either direct or through 
branch plants. It was something of a coincidence that 
just when the American business eye was held by the 
Imperial Economic Conference at Ottawa, with its sensa- 
tional proposals for possible future reallignments in 
trade, there should be quietly taking effect in Canada a 
new policy of far reaching influence in respect to trade 
marks and unfair competition. 

The new set-up in Canada is especially interesting in 
that, aside from specific prohibitions upon trade mark 
trespassing, etc., it undertakes to scotch any and all un- 
fair practices in trade by broadly outlawing any course 
of conduct “likely to create confusion” between goods 
and any business practice “contrary to honest industrial 
and commercial usage.” Canada has always gone much 
farther than the United States in recognizing “packages” 
—that is to say, a distinctive shape or design of a pack- 
age—as being entitled to the same protection as a trade 
niark. Her new law continues the former imputations, 
albeit, as luck has it, there have never been any test cases 
in the Canadian courts which show clearly just how much 


+ 


ry 





protection can be claimed for an exclusive model package. 

Perhaps the one biggest gain by the shake-up in Can- 
ada is found in the discard of the old double standard 
of trade mark classification which has been something 
of a bogey for all packers who have good will to safe- 
guard. Under the old law, provision was made for the 
registration in Canada of two separate species of trade 
‘general” trade marks and “specific” trade 


marks, viz., 
marks. General marks were those used in connection 
with the sale of various articles in which a proprietor 
deals in his trade or business. “Specific” marks meant 
trade marks used in connection with the sale of a class of 
merchandise of a particular description. In the adminis- 
tration of the law it has frequently happened that com- 
modity marks, in use on a specific specialty, have col- 
lided with titles, house-marks or full-line 
brands registered as general trade marks for miscel- 


corporate 


laneous goods of wide range. The result has been fric- 
tion, doubt, uncertainty and mystification for branders 
caught by the technicalities. 

For packagers, there is one joker in the new Canadian 
law. Provision is made for the registration of two kinds 
of trade-marks, namely word marks and design marks 
or device marks. This means that a packager, who seeks 
to play safe, will scarcely dare trust to a single regis- 
tration covering his complete wrapper, container label 
or carton blank. He must needs get separate certificates 
of registrations for the pictures he employs as trade 


























MICHIGAN 
L THOGRAPHING 
LOMPANY 


Main Office and Factory 
GRAND RAPIDS, MICHIGAN 


BRANCH OFFICES: Chicago, Ill., Detroit, Mich., 
Edinburg, Ind., Findlay, Ohio. 





T is the ATTRACTIVE package that gets first position on the dealer's 
shelf. Our business is the designing and the producing of distinctive 

designs and quality workmanship. The satisfactory volume of busi- 
ness we have enjoyed during the past two years is a fitting climax to 
our thirty-five years in the printing and lithographing industry—it evi- 
dences the satisfaction our clients enjoy when we do their work—they 
come back again and again for more ... This year we have added 
new processes and new equipment, which assures our patrons of better 
work than ever before . . . Our new "Intensograf" process for fine 
reproductions in either one or multiple colors is the very latest develop- 
ment in the Graphic Arts . . . By this process we can carry a more 
intense covering of ink, and greater control of line and dot than has 
before been accomplished by any commercial system of printing or 
lithographing . . . Fine catalogs and mail advertising, as well as all pic- 
torial work, in one or more colors—all by the finest of all processes. It 
is not "high-priced,"’ but just a step in advance in fine color work for 


good merchandisers. 


TRITIUM 


INTENSOGRAF 


The name Intensograf has been adopted 
as a descriptive name of our new 
process of reproducing pictorial as well 
as line work. The name is fully pro- 
tected for our own exclusive use. 


COMPLETE SERVICE 


Plan - - - - = Layout 


Copy - - - - = Art 
Complete Production 


DESIGNERS AND LITHOGRAPHERS OF HOLIDAY PAPERS, BOX WRAPS, ART LABELS, 


CAN LABELS, STATIONERY, CATALOGS, BROADSIDES, BOOKLETS, ART POSTERS 





AIIM ree iii mm tt tt 





OUR INTENSOGRAF SYSTEM PRODUCES THE FINEST WORK IN THE HISTORY OF THE GRAPHIC ARTS. 
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marks and for the nicknames which he desires to monopo- 
lize as package designations. 

In October of this year, a national conference of state 
commissioners will take up the long-brewing project for 
uniformity of state laws covering trade marks, and other 
forms of industrial property. It will be the most definite 
and most clearly constructive move to date in a program 
that has unfolded most deliberately. Because, at this 
October meeting, a special committee of the conference, 
with Charles R. Hardin of New Jersey as chairman, will 
submit, with recommendation for adoption by all the 
states, a “model statute” designed to standardize pro- 
tection in all the states of the Union. 

The proposal for all states cooperation on a given pat- 
tern of good will conservation is momentus for packag- 
ers for a number of reasons. In the first place, the 
proposed formula of state-by-state protection would, in 
some respects, afford packers more security for their 
package forms than they may obtain under our present 
national laws. Secondly, the state laws are the sole refuge 
of that numerous class of packers in all parts of the 
country who confine their marketing operations to one 
locality or to a single state and who are thus unable to 
take advantage of the Federal laws which, of course, can 
apply only to interstate commerce. Finally, this quest 
for uniformity in state rules and regulations is due to 
relieve packagers and branders from a polite form of 
near-blackmail to which they have been subjected by 
private agencies which have sought to frighten victims 
into employing the self-same dubious agents to make 
registrations which the owners could make for them- 
selves at a fraction of the expense if they only realized it. 

In so far as packages are concerned the proposed Uni- 
form State Law might almost be termed a catch-all or 
omnibus bill. Because, according to the definition in Sec- 
tion I, the term “trade mark” as used in the Act shall 
include any trade or identifying mark, name, term, de- 
sign, device, label or slogan. It will be seen that this 
opens the door for the protection not only of complete 
packages but likewise of closures, and package acces- 


sories. 


Label Pedigreeing Under New Management 

All through the summer and autumn recess of Con- 
gress, exchanges of opinion have been going on in re- 
spect to the proposal to transfer from the U. S. Patent 
Office to the U. S. Copyright Office the machinery for 
copyrighting labels and “prints’”—prints meaning, in 
this instance, package pictures and advertising prints. 
Chairman Sirovich of the House of Representatives in- 
troduced, on the eve of the adjournment of Congress, a 
bill to consolidate all copyright entries at one clearing 
house. His intention was to allow ample time for a full 
and free discussion of the proposed change in admin- 
istrative routine and then let Congress act next winter 
in the light of crystallized business sentiment. 

Rumor has whispered that the U. S. Commissioner of 
Patents would oppose the removal of prints and labels 
from his jurisdiction. Asked pointedly to state his posi- 
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tion for MopERN PacKAGING, Commissioner Thomas E. 
Robertson called attention to the fact that the bill before 
Congress merely carries out the recommendation of a 
group of leading lawyers. Then, in acceptance of the 
plan to centralize commercial copyrights in the hands of 
the Register of Copyrights, who already has jurisdiction 
over all other copyright matters, the head of the Patent 
Office said: “The Secretary of Commerce and the Com- 
missioner of Patents approve the idea of such a transfer. 
It is in the interest of economy and efficiency to place all 
copyright matters in the same office.” 


— 4PM OD GAITe 
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A new capless tube is used by the Valvo Company for 

Snow Top Tooth Paste. Press the tube and the top 

opens and closes automatically. Bright blue and white 

is the color scheme used for both tube and carton. 

Whichever way tube or carton is turned the words 
“Snow Top Tooth Paste” are visible 


Old Wine in New Bottles 
(Continued from page 44) 

some members of this class going strong without either 
‘nternal or external improvement. But I venture to 
hazard that a census of products which have been on the 
market, as branded and trade-marked wares, and without 
improvement, for a quarter of a century, are compara- 
tively few. Also that those which have publicly boasted 
of standing pat on merits which were supposed to repre- 
sent high standards twenty-five years ago are still fewer. 
On the other hand, putting a new dress on the old stand- 
by is a good way to take it out of the standby class and 
put it into the keep-moving, ready-selling class. If there 
is any merit in proclaiming there is life in the old dog yet, 
it is a negative merit, a defensive rather than a progres- 

Life in the old dog must be visible. 
(Continued on page 75) 


sive statement. 











HEEKIN HARMONIZED 
COLORS.... 


EEKIN COLORS on metal stand the test of handling, 


of time on the shelf. We grind, mix, and blend our 
own inks — and know that every lithographed can produced 
by Heekin metal lithographers is the result of years of 
study, experience and devotion to a responsibility. Heekin 
Lithographed Cans have earned their place in the industry 
—our duty is to perfectly, accurately, and economically 


produce containers for you. Heekin produces the best. 


Let us prove it. THE HEEKIN CAN COMPANY, 
CINCINNATI, OHIO. 
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THE NEW PLASTIC ART 
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The Stemcraft Company offers an intriguing pastime 
and instructions, and you make your own animals, 


a set-up box as shown. 





pipe cleaners, plyers, colored crayons 
This intriguing combination comes in 
The wrapper is on Artcote silver paper, printed in black and red by 
brooks & Porter, Inc.; boxes by H. Fleisig, Inc. 








Packaging the Cosmetic Line 


(Continued from page 45) is the tie-up with the 
The label should be designed so that it will fit all 
Here is an opportunity 


The simple dignified 


label. 
sizes of the bottles and jars. 
for the artist to show his skill. 
label, of necessity legible at a distance that it may be 
read by the customer from across the counter, and suited 
to all the containers is always the most appealing as well 
as a great aid in selling. The arrangement of the same 
type of bottles and jars on the counter or stock shelves 
affords an attractive display in itself, which is worth 
many dollars in advertising. The new items ever being 
added to a line, if packaged in the same manner and 
carrying the same style label, are immediately associated 
with that particular group, and this association does 
much to overcome the natural sales resistance. This uni- 
formity in appearance is also an aid to the sales clerk 
in locating the various items. With the ever increasing 
number of lines and products this is a necessary point 
not only as a time saver to the clerk but also in obviating 
the possibility of turning the customer away unserved. 
The distinctive Marie Earle jars and private mould 
bottles with their identifying green plastic tops and green 
and white labels are an excellent illustration of this uni- 
formity in packaging and labeling. 

So many labels try to tell the whole story of the prod- 
uct and the method of application with the subsequent 
loss of legibility and beauty. Many manufacturers have 
got around this point by using an additional label on the 
back usually giving the directions for use. A still better 


method more recently adopted is the use of a label ap- 
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plied to the slightly indented bottom of the jar or 
bottle. This serves the purpose most admirably and 
permits of only the essentials on the face. The Angela 
Varona line with its striking silver and red labels has 
adopted this method. In the illustration is shown the 
Angela Varona “Angel Cream” package in which the 
product name is the outstanding word of the label, illus- 
trating the easy identification feature. 

Novelties in the cosmetic field are on the increase, and 
in the majority of cases the enthusiasm to emphasize 
the novelty effect detracts from the dignity. A careful 
and well thought out plan however in working up an un- 
usual idea can develop not only a distinctive package but 
can also afford a constructive selling plan. The launch- 
ing of the Leon Duvet line is one of the best examples 
of this dignified development of a unique idea. The 
frosted white bottles and opalescent jars carry the labels 
in the color combinations of the various universities and 
women’s colleges with the initials of the college in one 
corner and the company name opposite. The plastic 
closures are in color harmony with the labels. The 
illustration shows the treatment of this line in dark blue 
and white, the college colors of Wellesley. The double 
label is made use of ; the product name and also directions 
for use being found on the back. 

Whether packaging or developing a new line or re- 
packing an old, we cannot emphasize too strongly the 
necessity of bearing in mind a conservativeness of design 
and treatment that will work for economy, practicability 
and beauty. The day of the gaudy, ornate package is 
past; simplicity coupled with good taste is the keynote 
of the successful package today. 









































UNGUENTINE 


Follows Through on 
“Treat Sunburn as a 


BURN” 


A fine product, a powerful slogan, a well- 
lanned campaign—and complete “follow 
through" to the point of actual sale—these are 
the elements of a merited success in which it 
was the privilege of Einson-Freeman to par- 


ticipate. 
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RRAKRAABALS 


EINSON-FREEMAN CO., INC. 
LITHOGRAPHERS 

OFFICES AND MANUFACTURING PLANT 

STARR & BORDEN AVES., LONG ISLAND CITY, N. Y. 


NEW ENGLAND OFFICE: 302 PARK SQ. BLDG.. BOSTON, MASS. 
WESTERN OFFICE - WRIGLEY BLDG. CHICAGO, ILL. 
Patented Double Tier Container. | 
Limited. London, Ontario, Canada se 














Manufacturers of the Einson-Freeman 
. Somerville Paper Boxes, 


Inventors and 
Licensee for Canada: . 
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Among Package Suppliers 


Verner T. Lawshe, assistant sales manager for the 
Keratol Company, Newark, N. J., died on July 17. 


Edwin G. Straus, president of Artcote 
since its organization in 1927, has resigned and has dis- 
posed of his interest in that company. Mr. Straus is 
well known in the paper, packaging and printing fields, 
and the change in his business plans comes as a surprise 


apers, Inc., 


to his many friends who will be interested to learn of 
his future activities. 


Edward R. Kresy, formerly identified with the Amer- 
ican Lithographic Co., Atlantic Lithographing Company, 
and for the past four years sales and management ex- 
ecutive with the Einson-Freeman Company, has recently 
joined the executive staff of the Consolidated Litho- 
graphing Corporation of Brooklyn, as director of sales 
promotion activities. 


A. J. Harris, general manager of the Cincinnati Mail- 
ing Device Company, Third and Eggleston Ave., Cin- 
cinnati, Ohio, has announced the appointment of 
H. E. Colburn, 40 Raines Park, Rochester, N. Y. Mr. 
Colburn will represent the Queen City firm in eastern 
and central New York on their line of Cin-Made fibre 
containers, mailing tubes and paper-winding cores. 


Boxfoldia, Ltd., folding carton manufacturers, Per- 
shore Road, Ten Acres, Birmingham, England, an- 
nounces a laboratory service to users of cartons and dis- 
play containers. This consists of tests for board suit- 
ability and covers the following: purity, adulteration, 
fading, whiteness of material and strength of the ma- 
terial to be used. Reports on tests of finished cartons are 
also offered. 


Howard A. Morris, formerly associated with the 
Automat Molding & Folding Company, is now president 
of the Morris Packaging Equipment Company, 502 S. 
St. Clair St., Toledo, Ohio. This company is now man- 
ufacturing a new line of automatic wrapping and carton- 
ing machines to be used for various kinds of products, 
including butter, oleomargarine, plastic soaps, lard, vari- 
ous waxes, manufactured tar base fuels and other items. 


E. Victor Donaldson, president of Robert Gair 
Company, Inc., 420 Lexington Ave., New York City, 
has announced that the fibre board business of the Bo- 


gota Paper & Board Company, and the fibre shipping 


case business of his company would hereafter be con- 
tinued through a subsidiary of Robert Gair Company, 
Inc. The subsidiary will be known as the Bogota Paper 
& Board Corporation and will be under the management 
of F. G. Becker, president, and Harold S. Smith, vice- 
president. 
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Artcote Papers, Inc., announces the election of C. P. 
Alston, president and general manager, and W. P. Gray, 
secretary and treasurer of the corporation. 


Announcement is made of the association of Guy W. 
Hodges, process and materials engineer, with George 
Mr. Hodges continues his ten-year- 
old business in direct mail devices and displays, mean- 
while building up the first comprehensive file of modern 
manufacturing materials from all parts of the world, 
studying processes best suited to each. 


Switzer, designer. 


“Our purpose in adding to our service the function of 
process and materials engineer,’ Mr. Switzer states, 
to assure in the design of products and packaging two 
factors of utmost importance: the specification of ma- 
terials scientifically and aesthetically suited to the pur- 
pose, and the most economical adoption of designs in 
those materials to mass production by machines, which 
have become the designer’s most important tools.” 


“co 


‘Is 


R. A. Jones & Co., Inc., of Cincinnati, O., makers 
of automatic machinery, are celebrating an anniversary 
in September. This month marks the fourth anniver- 
sary of the invention of the Constant Motion Cartoner. 


This company built the first really successful auto- 
matic soap press, which completely revolutionized the 
soap business, doing away with the hazardous foot press 
operation in general use prior to that time, and which 
in use the world over. In the 
natural course of events, the need for an automatic car- 
toning machine to package soap turned out on the auto- 
matic soap press became apparent and the first Jones 
This, however, operated 
on the intermittent motion principle. It was highly suc- 
cessful, but the achievement in which the company takes 
especial pride is the development of the Constant Mo- 
tion type of cartoner, which permits the incoming ma- 
terials to drift along at even speed without stopping 
or jerking, and to discharge a constant, smooth flow 
of finished packages from the offtake conveyor, all 
without noise or vibration. 


is almost exclusive 


cartoning machine followed. 


The machine is widely used for the packing of bottles, 
jars, tubes, spark plugs, razor blades, etc., operating 
at a speed of 50 to 150 finished packages per minute, 
as may be required. 


Not Ebony, But Satinwood 


The sample of veneered wood shown on page 47 of 
the August issue is of East India satinwood and not 
Macassar ebony, as stated in the caption. It was planned 
to show a sample of the latter but it was necessary to 
make a change after the page had been printed, so that 
the correct designation could not be made until now. 




















This is a sample of 


GLAZED CHINIZ 1-2 


made at the Hampden Mills 


Never before has a novelty box paper struck the popular fancy 
more favorably than GLAZED CHINTZ. At a time when the appear- 
ance a box makes is what counts most, can you afford not to take 


advantage of this latest creation in GLAZED CHINTZ box covering. 


Sample working sheets in a large variety of colors will be promptly 


forwarded on your request from the Hampden Mills at Holyoke. 


HAMPDEN GLAZED PAPER & CARD CO. - Holyoke, Mass., U. S. A. 








“ “7 1001 FACTS 


on Packaging ~ don ee 


/ Bete you wish to know the factors governing the design, 

size or shape of packages; the correct color combinations under 
certain conditions; the advantages and utility of glassine papers, molded 
containers, collapsible tubes, cartons, cans—or information about any 
of the thousand and one things involved in packaging — you can 
quickly find what you seek in the Packaging Catalog. It is an invalu- 


able aid to executives interested in packaging. 


Published by 


BRESKIN & CHARLTON PUBLISHING CORP. 
11 Park Place NEW YORK 
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MACHINERY—SUPPLIES 


Included in this department are the new de- 

velopments in Packaging Machinery and Eauip- 

ment and Package Supplies, briefly described 
for the service of our readers 


A Simplified Filling Machine 

New filling equipment, recently placed on the mar- 
ket by the Stokes & Smith Company of Philadelphia, 
Pa., and designated as the Simplified Filling Machine, 
claims exceptionally accurate work in filling packages of 
tea, shelled nuts, 
flaked or puffed 
cereals, raisins, 
currants, etc. 

The machine 
operates with a 
slide which is 
provided with ad- 
justable pockets, 
will take various 
rang- 


one 


quantities 

ing from 
ounce up to a 
pound and has a 
capacity of from 
30 to 40 pack- 
ages per minute. 
The pockets in 
the slide 
readily adjusted 
by a hand screw 
for the desired 
weight to be filled and one operator is required to place 
the container, which may be a bag, envelope, carton or 
practically any type under the filling spout. The machine 
can be started by a foot treadle. It is stated that the 
weights are extremely accurate, on the smaller quantities 
accuracy is guaranteed within 1/16 oz. and there is no 





are 





breakage of the product. 

Several of these machines have been installed for fill- 
ing tea and salted peanuts, and they are giving excellent 
results. There is practically nothing to get out of ad- 
justment on these machines, and it is a low priced 
machine, selling for around $450. 


Armstrong Adds Line of Metal Caps 


A complete line of inexpensive metal screw caps for 
wide and narrow mouth ware has been announced by 
the Armstrong Cork & Insulation Company, Cork Di- 
vision, Lancaster, Pa. With the addition of this type of 
cap, the Armstrong closure line now contains all of the 
leading types of closures, corks of all kinds, molded 
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(Artmold) screw caps and jar covers, crown caps, brass 
(Artmetal) screw caps and jar covers, cellulose (DuPont 
Cel-O-Seal) caps and bands, embossed top corks, rubber 
stoppers, cap liners, and various types of applicator 
closures. 

The new line of Armstrong’s metal caps includes both 
single shell and double shell types to fit the G.C.A. No. 
425 finish. They are availabie in standard stock designs 
of various colors, and can also be supplied in special 
decorations. The single shell caps are offered in sizes 
15mm. to 120mm. and the double shell caps in 15mm. 
to 100mm. 


New Closure for Paper Bags 


A method for closing paper bags with square tops 
which has been successfully applied to the packing of 
flour and appears to offer opportunities for application 
to other products, has been brought out by the Bemis 
Brothers Bag Company of Minneapolis, Minn. This 


method is known as “Deltaseal” and is performed on 
automatic machines such as shown in the accompanying 
illustration. 

In addition to automatically folding, sealing and de- 
livering the bags, the machine is also automatically fed. 
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PACK 


Over 200 Million Packages per day are wrapped on our Machines 











TAKE ME 


Make your 
Package 















Your dealers have so many items to handle 
—they have not the time to “push” your 
goods, even if they would like to. 

This puts the real burden of selling on the 
package—it must speak for itself. And it can 
—most convincingly! 

Your package can say as plainly as words 
that your product is of finer quality. Superior 
appearance will do it. 

It can say that goods are fresh—in perfect 
condition. Wrapping which clearly indicates 
the utmost protection against deterioration 
will do this. 

Your package may be so designed that the 
goods themselves can be seen through a trans- 
parent wrapper—an effective way to create 
appetite appeal or to show the special ad- 
vantages of a product. 


Our widely diversified line of machines 
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I'M BETTER \. 



































speak for itself 
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meets the individual requirements of a great 
variety of products. These machines are 
adaptable to every type of packaging materi- 
al—printed wrappers, transparent cellulose, 
glassine, waxed paper, foil, etc. Thus we are 
ideally situated to carry out your package 
improvements. 


Keep an Eye on Cost, too 


We can also assist you in keeping your 
packaging costs at a minimum. Our machines 
are as well known for their economy as for 
the fine packages they produce. 

To improve your package...to lower your 
costs...or to devise a means of packaging a 
new product—get in touch with us. 


PACKAGE MACHINERY COMPANY 
Springfield, Massachusetts 
Chicago 
London: Baker-Perkins, Ltd. 


New York Los Angeles 


a A “ia 


Bi: «: 


GE MACHINERY COMPANY 
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It was designed and built especially for large output and 
high speed production. It is sturdy in construction and 
easily adjusted. Flexibility is an important feature; 
changes are simple, and quickly made so that bags vary- 
ing in size from one pound to six pound capacity can 
be sealed on the same machine. It is stated that the 
machine is not limited to any one commodity, but will 
close bags containing powdered as well as granular sub- 
stances, and other products which might be packed in 
paper bags. 

The bags are packed as usual and pass through a 
shaker to thoroughly settle the product. They are then 
fed to the machine which automatically folds, pastes, and 
seals the tops. As delivered from the machine, the bags 
are transferred (automatically) to the dryer conveyor. 
This allows time for the paste to set, accomplishing a 
tight seal while the bags are being conveyed to a con- 
venient place for putting them into containers. 

The Deltaseal system utilizes the ordinary type of 
paper bag. The sealed square top makes a shelf display 
package—a package the retailer is eager to put on the 
shelf, out where the customer will see and buy it. By 
means of the ingenious fold, a unique dispensing top is 
formed for pouring. 


New Display Stands for Merchandise 


Merchandising research has shown that the greatest 
of all sales forces is at the point of sale. With display 
space in the average retail store limited, it is therefore 
advisable to display goods attractively and with little 
effort, rather than to permit merchandise to remain on 
crowded and frequently obscured shelves, their identity 
practically lost and having but small chance of becoming 





rapid sellers. Retailers who are not aggressive mer- 
chandisers will not push a product without assistance. 
The Ottawa River Paper Company, of Toledo, Ohio, 
has recently developed a line of corrugated fibre mer- 
chandise display units which are said to be outstandingly 
successful. These “Orpco” display stands, three of 
which are shown in the accompanying illustration, are 
available in a number of styles and sizes, with many 
Printing can be in a variety of color 


distinct colors. 
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combinations. It is therefore, an easy matter to have 
on the display stand any design, trade mark or slogan 
appearing on unit packages and to follow the same gen- 
manner, harmonious, colorful exhibits can be presented. 
Compelling floor, counter and window displays are made 
in a wide variety of combinations with these display units 
and their standard accessories. 

The regular display stand is provided with a plain 
shelf and back pad. These shelf pads are available with 
two, three or four shelves as desired. An alternate ar- 
rangement is provided in a pad having an auxiliary shelf 
near the top of the stand for an orderly display, while 
below the shelf is a tray for a jumbled arrangement of 
packages. 

It is stated that the use of Orpco display stands re- 
moves from the mind of the merchant all fear regarding 
his displays remaining intact. There is no danger of 
the stand falling apart and spilling the merchandise. 

Orpco display stands are delivered in bundles, knocked 
down flat. They are light in weight and easy to handle. 
The erection of these stands is a simple operation. It 
is done without the use of any tools whatever and is 
accomplished in a moment. Only two movements are 
required. The first is the folding in of the upper portion 
of the stand; the second is the insertion of the tray and 
shelf pad, and the stand is then ready for use. 

For many light commodities the stand can be used first 
as a shipping container and then as a display stand after 
it is received by the retailer. When used in this com- 
bination form, it is packed and sealed by the shipper, 
received by the merchant who quickly and easily converts 
it into a display stand by first removing the top of the 
case and then folding according to simple instructions. 

The Ottawa River Paper Company maintains an art 


Corrugated fibre board units 
which combine shipping  con- 
venience with merchandise dis- 


play facilities 


and designing department for creating display stand 
eral color scheme throughout, if this is desired. In this 
specimens particularly adapted to the commodity to be 
exhibited—units that are distinctive and possess indi- 
This service is offered to clients without 


viduality. 
obligation. 
From the results already achieved by users of these 
patent displays it has been shown that they are not only 
successful merchandising aids but economical as well. 




















wk THE point of contact, that one crucial second when 
your product comes face to face with its prospective 
buyer, the label must get in its work. That's the moment when 
your story must be told, and told clearly and emphatically, for 
there's no second chance when a sale is lost. That's when your 
label manufacturer's ability to design and produce a label 
that's right comes into play. 
Durand-McNeil-Horner took no chances when they adopted for 
the first time a vacuum packed glass jar for their None Such 
Brand of coffee. Walker Wynekoop was chosen to design and 
manufacture the label to put the new package across. 
How well they succeeded is shown by the label and jar on 
this page. 
Whether you are using a new label or whether you want to 
change and improve the old one, the same ability, economy, 
and versatility that served Durand-McNeil-Horner is yours for 


the asking. 
Write for samples and quotations. 


WALKER WYNEKOOP CO. 


Modern Seals and Labels 
300 W. Austin Ave., CHICAGO, ILL. 


















































































































































































































































SEPTEMBER, 1732 











LITTLE DISPLAYS 
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A little a that 
DOMINATES 


Slightly over twoinches 
square at the base, this 
carton occupies small 
counter space. 


The “‘poster’’ part of 
the top is scored to 
fold into the carton 
Jor convenient packing. 


Silver and black, con- 
taining a polished 
metal flashlight, it 
— ATTEN- 
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Little displays with big voices are the order of 
the day. Crowded counters in retail stores 
have no room for colorless containers. Busy 
shoppers have no eyes for drab packages... . 
For packages that meet the needs of today— 
for display containers that dealers welcome 


—for colors and designs that customers can’t 


help seeing—you can rely on “US.” ....... 





|] TRADE MARK INFORMATION 


11] Don't adopt new brand names without making 
HII sure they are available. Consult the Trade 
Mark Bureau of The United Slates Printing 
and Lithograph Company at Cincinnati. 
TE SNE BENOES Ss ib 6:56 6.0 05.0 0 608 














|| v . . . 
iilli “Color Printing Headquarters’ 


THE UNITED STATES PRINTING 
Hi & LITHOGRAPH CoO. 


| CINCINNATI NEW YORK BALTIMORE 
| 312 Beech St. 52M E. 19thSt. 112 Cross St. 
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tainly adds to its interest. 


examine. True, isn't it? 





What kind of a problem 
can you give us to 
tackle? 





THE CLEVELAND CONTAINER CO. 
CLEVELAND, OHIO 


Plants: Cleveland, Detroit, Hokoken, Philadelphia 
Sales Offices: Pittsburgh, Rochester, Chicago 


10421 BEREA ROAD 











It CAN 
Be Sealed! 


CELLOPHANE 
KODAPAK 
PROTECTOID 
SYLPHRAP 


Any transparent cellulose 
film — plain or moisture-proof 
—may be well sealed. There 
is a special formula for your 
own particular problem. 
Describe your requirements 
in full. You will receive a 
correct sample as a solution 
to your difficulty. 


UNION 


PASTE GO. 
MEDFORD, MASS. 











THERE’S SALES - APPEAL 
IN A TUBE 


Ask yourself—did you ever fail to have 
your curiosity excited by a tubular pack- 
age arriving unexpectedly in the mail? 


A tubular shape "does something" to a 
package that's hard to explain but cer- 


the tube holds a part for an assembly, 
it's the first thing you will pick up to 


One of our jobs is to develop ways and 
means to use Cleveland tubes in new 
ways, to achieve new economies, new 
sales-appeals for our customers. 





























Waldfon Roll Coating Machine 


also 
KNIFE TYPE COATERS 
COMBINATION ROLL & KNIFE TYPE 
BRUSH TYPE COATERS 
Embossers, Embossing Rolls, Printing 
Machines, Crepeing, Pasting and Com- 
bining Machines, 


CHICAGO 





Tinting, Waterproofing, Lacquering— 
Best Done On These 


Goating Machines 


What is the coating material on your light weight papers? 
Is it a thin staining material for tinting—one of the 
numerous waterproof coatings—a varnish or lacquer sur- 
facing for high finish? 
Waldron Coating Machine of the roll, knife or brush 
type that will apply your coating, speedier, smoother 
and better. 
our recommendations for your particular process. 


JOHN WALDRON GORPORATION 


MAIN OFFICE AND WORKS, NEW BRUNSWICK, N. J. 
NEW YORK 


ROLL AND KNIFE TYPE 


Whatever it is. you will find a 


We will welcome an opportunity to submit 


PORTLAND, ORE. 








Old Wine in New Bottles 
(Continued from page 64) 


Producing and stocking products which grandmother 
loved is not the way to build sales when grandmother 
lias gone the way of all flesh. 

What grandmother pinned her faith on, even what we 
pinned our individual and collective faiths on a few 
years ago, is not the point to be considered today in a 
world which regards that which has not gone forward as 
True, there is al- 
It may take 


something which has gone backward. 
ways the old guard among consumers. 
some of them quite a time to switch from the ancient 
familiar package to a more attractive and visible pack- 
age which is getting the attention of the more active- 
buying and ever-increasing new guard. If you are wor- 
ried about offending the noble army of consumers which 
is familiar with your out-moded package, then keep it 
going along with the new one until the change has been 
established in the public mind. This avoids possibility of 
shock to critical die-hards while still building up sales 
in the stronger market. 

Yet, even so, it is dangerous to put too much stress on 
the sales value of the old package. Not only is it not 
reverenced to the degree the pride of many manufac- 
turers make them think it is; but even if stuffy old con- 
sumers do complain of the change, what are they going 
to do about it? To switch to a competitive product is 
far more against their instincts than to accept the old one 


in a new package. And, honestly, while I would not 
liurt your feelings for anything, it is a fact that old 
packages are forgotten almost over night. Loyal old 
consumers don’t tie them up in pink ribbons and lay them 
away in lavender with souvenirs of lost youth and dear 
follies. 

Also it must be remembered that the old guard is daily, 
sad though the thought may be, following the route 
taken by grandmother. The old gentleman with the 
scythe is carrying them off to that vast empire of non- 
consumers. While the old guard is forever being car- 
ried out feet first the new guard is crowding into their 
places, head first and arms outstretched, eager—and they 
never so much as heard of your precious package. 

Think of it! There are more than fifty million peo- 
ple born into this world each year who don’t know your 
old fashioned package. ity million advancing con- 
sumers, invading the world’s market places, pushing for- 
ward to see what good things you are offering them. 
They have never even seen your old package and prob- 
ably will not like it when, and if, they do. 

That quaint and rather pathetic idea the whiskered 
manufacturers of twenty-five years ago had about their 
packages has passed. To them a package was an insti- 
tution, not a sales force. It was like a dog license. It 
proved the contents to be genuine and identified the 
original owner who would be responsible for the acts 
of the contents. That sweet superstition has largely 


passed. And with it the most terrible displays of ab- 
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sortive designs and printing, of liverish colors and fan- 
tastic lettering. 

One does not now have to offend one’s eyes and tastes 
as one formerly did when purchasing an article. We no 
longer have to hold our breath for a moment before 
pointing at some packaged grotesquery and then gasp 
out ; “I’ll take that.”” And then look ’round to see if any- 
one had noticed what we had done. 

Packages which once restrained the purchaser from 
touching them with the naked hand, from exposing them 
to view, are not now so much in evidence. People can 
buy many products today without having to take the 
position of the man who said; “I have a date to get 
drunk tonight, and gosh how I hate it.” 

So passes, or are passing, the awful examples in the 
package world, those containers which remind you of 
that distressing time when Aunt Jane surprised you. 
You remember that experience, don’t you? In fact you 
can’t forget it. Dear, sweet, generous Aunt Jane who 
was so fine, and fitted so perfectly to her surroundings 
on the old farm. You had been her welcomed guest time 
and again, so she decided to surprise her darling nephew. 
She landed with her tin trunk, three brown paper parcels 
and a market basket just as you were sitting down to 
dinner with your swellest friends. So Aunt Jane bursts 
in. It was a surprise all right. You'll tell the cockeyed 
world it was. And so was Aunt Jane’s package, I 
mean her dress, that creation Miss Puffy of Puckers- 


ville designed. There stood Aunt Jane, grotesque, with 


A Bevel-Edged Box 
of 


STRENGTH 


AND 


BEAUTY 


Distinguishes any Product 


This is only one of our exclusive 
styles of construction in a varied 
line of set-up and folding boxes. 


You didn’t want 
As a human 


grotesque trunk, parcels and basket. 
to be snooty. You loved the old girl. 
product she stook ace high and you were at once on 
the defensive—but the package had taken all the fine 
flavor out of its contents. 

And there you are. Instead of a sugar coated pill 
with all the necessary health values concealed because 
they are as bitter as they are beneficial, the bad Aunt 
Jane package put so much bitterness on the outside, 
it detracted from the good goods within. And even 
so it is with that sacred white elephant, the old fashioned 
package, so weak and old and bent it can’t climb out 
from under the counter and lead the procession on the 
showcase or in the window. It has become a sentimental 
luxury, not a sales force. 

Even if the old fashioned package is somewhat re- 
membered it is still not half so important as you im- 
agine. People don’t buy goods for their containers, but 
they often buy them because of their containers. It’s 
your goods the consumer wants. The right package 
reminds him of that fact. It attracts, lures, encourages, 
persuades the consumer to buy, instead of passing by 
without seeing your packaged product, or hearing it 
colorfully call, “come on in, the goods are the goods.” 

The package is your salesman, just that. Don’t 
People buy products. The 
People 


confuse it with the contents. 
job of the container is to help make the sale. 
don’t buy to please a salesman, but because the sales- 
man has put up such a good talk they conclude they 


LEBANON Paper Box Co. 


New York Office, 51 Madison Ave. 


Lebanon, Pa. 
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THE SMART BOX 


requires a distinctive box paper 


NoTE: Distinction commands attention 
creates interest and stimulates sales 


DEJONGE manufactures the most 
distinctive papers on the market; 


finer color and finish in plain papers 
larger selection of good designs in embossed papers 


original creations in printed papers 


ALL STYLED FOR THE SMART Gam 


send for samples and working sheets 


LOUIS DEJONGE & CO. 


NEW YORK PHILADELPHIA CHICAGO 

















fully processed in production... 


Packaging Beauty without Bulk... 


Lustrous, straight-walled containers, capped with the closure you prefer,— 
clear or in any desired color. The beauty of glass,—but unbreakable — 
and entails less labor in packing,—less cost in padding. Labels beauti- 


Transparent—tinted or Opaque—seamless, 
odorless, lightweight and unbreakable! 


Hycoloid 











JARS—BOTTLES 
VIALS—TUBES 


the colors you prefer. 


@ Bam ACen ny ee eee eens ee ee On) eB ee Oe 


46 AVENUE “L”, NEWARK, NEW JERSEY 


Send for samples in p 








really want his wares. The good package does not 


have to be praised any more than a customer has to | 
You have | 


flatter a salesman. The purchase is made. 
finished with the salesman. 


age has usually finished its job. 


So get over the idea that your old pie-faced package 
They have not | 


has any divine claim on your product. 
been involved in any wedding ceremony. They have 


just been living together for a time. 


only had a civil marriage, as a result of your having | 
Which probably | 


registered your design in Washington. 
gave some clerk down there a good laugh at the idea 
that such a design should be registered anywhere but 
at the city pond for stray and homeless animals. 

The value of the package is its attractive ability in 
the service of its contents, not in its own service. It 
needs to be modern and it needs to look it. Look smart. 
just as does a salesman. People don’t eat salesmen, 
at least not often, in our country, though they may bite 
Yet that is no excuse for a salesman 
His clothes need to be 
And the same 


them sometimes. 
not always looking his best. 
modern, well made, well cut, well fitted. 
applies to your package. 

The antiquated, ugly dress your product wore when 
motor cars were horseless carriages which frequently 
needed horses to get them back home is not good enough 
today. Your package must do modern selling in the 
modern market place. And to do that it must almost 
be ab'e to operate under its own power. 


3y the same sign the pack- 


At most they have | 


You can make your package a forceful salesman by using 
Cin-Made Fibre Cans. Packers of all kinds of commodities use 
Cin-Made Containers because they are distinctively designed and 
properly constructed. For thirty years we have specialized in 
the creation of quality Fibre Cans and Mailing Tubes, and our 
extensive experience in this work enables us to render an unusual 
service. From a diversity of styles, sizes and colors — either 
with paper or metal ends — there is a Cin-Made Fibre Container 
for your individual requirement. Without obligation or cost, 
we will show you what we can do for you. 


297 EGGLESTON AVE.» » CINCINNATI, OHIO 
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PILLIOD 


Carved Wood Effects 


make popular holiday boxes 


Being out of the ordinary—and unusually 
attractive in the design and novelty of its 
treatment—Pilliod Etchwood Boxes exert 
an irresistible appeal on consumers. They 
are particularly effective as gift boxes for 
the holiday trade. 


Prompt shipment can be made of many 
stock designs and sizes. Others can be 
built to order in a remarkably short time. 
Write for samples and prices. 


THE PILLIOD CABINET CO. 
Swanton, Ohio 
Since 1896 














Write for descriptive folder. 


ARTHUR COLTON CO. 


2600 East Jefferson Avenue 
DETROIT, MICHIGAN 


An Improved Method of Sealing Tubes 


COLTON 
CLIPLESS 
CLOSURE 


Economical, Decorative, 
Dependable .... 






National advertisers who have 
adopted this closure include 
Ipana, Ingrams, Pepsodent, g 
Palmolive, Barbasol, and 
scores of others. 






No. 17. Automatic Tube 
Filling, Closing and Crimp- 
ing Machine 
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A SURE-FIRE 
SALES STIMULATOR 





For Packaging: 
Tea Jam 
Jelly Spices 























Cocoa Mayonnaise 
Creams and Pastes 
; Sandwich Spreads 
ERE is an ingenious packaging : 
idea—a molded container so 
attractive that housewives will use 
it on their dining tables; and when 
empty, they will put it to a score 
of other uses in the home. 


Women will quickly recognize its 
re-use value for serving beverages, 
as an egg-cup, and for many 
other purposes. 


As a practical container for many 
products and as an unusually effec- 
tive sales-stimulator, this container 
deserves your serious considera- 
tion, 











COVER IS USED 
AS THE BASE 


Screw the small knob on top of 
cover into the recess in the bot- 
tom of this container, and you 
have a substantial base. 


“Lo Molded by Kurz-Kasch Co. 


Special designs to meet your individual require- 
ments, incorporating "cover and base idea’ 
can be developed. Full information together 
with necessary samples will be given on request 





















SOLD EXCLUSIVELY BY 


HARVEY JOHNSON CORP. 2 Murray St, New York _. 
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Like a Dress Suit 





APOLLO METAL 
STANDS OUT IN THE 
PARADE OF PACKAGES 


N the fierce battle of competition for the 

public eye and the public’s purse Apollo 
Metal Boxes add that final appeal of flash and 
beauty that fa‘rly shout “Here I am, See Me, 
Buy Me.” 


Every progressive manufacturer knows the neces- 
sity of a package or container that will place 
his product on a par or above competing brands 
that fight for recognition on the merchants’ 
shelves. 


It is this very effect that you can so readily 
attain with boxes of Apollo Metal. Their 
sparkle, lustre, and brilliant beauty raise your 
package to the head of the parade. 





APOLLO METAL WORKS 


LA SALLE, ILL. 
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The Changing Trend in 

Writing Paper Packages 

(Continued from pagae 50) flowers and other figures on 
the cover, add a further decorative note. 

It is interesting to note that all the numbers described 
and illustrated as well as a large number not mentioned, 
which showed equal ingenuity and smartness, are in the 
popular price class. And, though many of these create a 
decided price atmosphere, few retail above one dollar and 
these few are infrequent. 





Individual Cartons Bring 

Market Leadership 

(Continued from page 52) chandising conditions, is the 
fact that fan belts have been getting longer from year 
to year with the result that gradually the taper has 
been taken from the front of the Gilmer cabinets in 
order to allow the longer belt boxes to fit into the 
cabinets’ top compartments. The company now is at 
the point of considering a false front to bring the origi- 
nal taper back. 

These cabinets for stocking individually packaged belts 
have proved of immense benefit to every man in the 
distribution line. Dealers found (1) that packaging pre- 
vented loss through deterioration. They also found— 
what from the manufacturer’s point of view was of tre- 
mendous importance—(2) that they did not lose any 
sales by having to paw over a pile of belts on hooks. Too, 
they soon learned (3) that the individual package and 
the group number on the cabinet helped prove to doubt- 
ing customers that the proffered belt was the exact, 
needed one. They found as well (4) that they could do 
greater volume with a smaller investment, and (5) that 
they could build up their business because the cabinet, 
with its colorful design, had exceptional display value. 
Close study of dealer cabinet sales, checking the pur- 
chases of typical merchants from the day their cabinets 
were shipped, showed that the dealer who paid $53 for 
his assortment made as much as $62.48 actual profit on 
refills in less than nine months. 

Jobbers, too, liked the cabinet idea because their sales- 
men could easily check each dealer’s requirements by 
merely counting the boxes in his cabinet. Where be- 
fore they had to spend time going over a mass of loose 
belts, now there was no talk and no argument. The 
cabinet could be refilled daily or weekly, and the re- 
fill packages were easy profit for the jobber, with the 
ordinary wholesaler giving the manufacturer an average 
of $790 per salesman in fan belt sales per year, a high 
in one territory being $1,800 per man from a concern 
traveling only three men and a low being from a house 
with eight men whose average was $550. 

How the company uses blank cartons to make new 
customers of hard-to-sell prospects is an important part 
of the Gilmer carton-cabinet plan. 

“Salesmen get many promises that as soon as a dealer’s 
stock gets low he will put in a Gilmer cabinet assort- 
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| 





GLORIFY 


YOUR PRODUCT 


WITH APOLLO METAL BOXES! 


EVER before has it been possible to add 

such appealing beauty and charm to set- 
up boxes as that obtained by this new metal 
box covering. 


On its gleaming, shimmering surface an infi- 
nite variety of designs and decorations can be 
reproduced by means of stamping, etching, 
color-printing, ete. 


A newly developed automatic machine for 
making these boxes is your guarantee of quan- 
tity, prompt delivery and a reasonable price. 


Let us submit some samples of attractive 
Apollo Metal boxes suitable for packaging your 
product. 


THE MILWAUKEE 


PAPER BOX CO. 


“Brain Built Boxes’’ 
Milwaukee - - - - Wisconsin 
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Bring Yours Down to the 
Footlights 


Coffee has had 


a tremendous 


We can tell you how to 
But coffee sell- 


You 


months. 
build sales on it. 
ing is highly competitive. 


the buyer’s eye will pick it up. 
Union Display Racks will do this 


for you economically. 


Union Floor and Counter Display 
Racks feature coffee in cans in an 
eye-compelling way. Above, WS358 
Pyramidal Rack groups half a dozen 





Coffee Grinder Stand with 
Package Display Below (No. 
WS356)—An ideal set up if you 
are selling bag coffee for grind- 
ing at point of sale. Helps edu- 
cate users to this flavor-saving 
method. Angle steel, enameled 
stand 25” deep, 19%” wide and 
33%” high with wire rack in- 
cluded, 


Write for our display selling 
suggestions for coffee or any 
other packaged item. 


UNION STEEL PRODUCTS CO. | 
521 Berrien St. Albion, Mich. | 





At right, WS361 Pyramidal Floor 
Rack is 16” deep, 27%” wide, 44” 


Collapsible Wire 


U NION DISPLAY RACKS 
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cans in small space on the counter. | 





amount of publicity in recent | 


need a means of lifting your cof. | 
fee out of the chorus on the | 


| 


shelf, and making it a headliner | 
—down where the spotlight of | 








ment,” explains Mr. Bauer. “But between calls some 
other salesman hangs more belts on his hooks—and the 
dealer’s stock never gets any lower. Our plan today, 
one of the best we ever worked out, overcomes this 
human dealer frailty. 

“Our service man takes six sizes of plain manila car- 
tons and a comparative chart of belt stocks. When he 
goes into a shop where the prospect is not using our 
cabinet, he takes an inventory. Knowing what size car- 
ton among the six blank ones is required, he puts the 
dealer’s loose belts into these plain, individual packages, 
marking each with proper numbers. Then he arranges 
Gilmer cabinet into the store without charge, 


If it is not large enough, 


to put a 
if the stock is large enough. 
our man sells a Gilmer assortment. 

“In either case, the fact that our man stocked the 
dealer’s merchandise even in blank cartons invariably 
leads to the merchant’s preferring such packaged stock 
and eventually taking a cabinet with our regular assort- 
ment of colorfully packaged belts.” 


When, about two years ago the Gilmer company took 
over the Farranoid line, the company so well knew what 
it could do in the way of packaging and cabinets that it 
at once standardized the new line and put Farranoid’s 
distinctive, individual cartons into cabinets the same size 
as the Gilmer displays. One package improvement, how- 
ever, the new line brought to the old—in the merchan- 
dising of a cheap, leader belt. 

When Gilmer took over Farranoid, it adopted a pack- 
age holding 10 inexpensive belts for Model A Fords 
and Chevrolets. These 10 belts nested well, and boxes 
of 10 seemed economically sound for such a cheap line. 
3ut when V-belts came into being on Chevrolets and 
Model A Fords, the problem became complicated, be- 
belts would not nest neatly. Experience 
each cheap belt was given its own 
Sales shot right up! 
fan belts,” says Mr. 


cause the 
brought the answer 





individual carton. 

“Because of our success with 
Bauer, “we also have packaged radiator and hood lace, 
enough for one radiator shell or for one cowl, selling 
these two items in a box whose orange color ties in with 
our belt cartons and so carries out the line’s family 
resemblance. 

“We even have gone so far as to apply the group dis- 
play idea to tire and luggage straps. These, as with belts 
in the old days, once hung on nails on the store wall, 
and the dealer would guess if he had the right size in 
stock. Now, with a wall hanger which we adapted along 
the lines of our belt cabinet, the dealer has a rack holding 
25 straps of popular size for display where customers 
can easily see the assortment. 

“In this instance each strap is not cartoned, but the 
rack itself carries the familiar orange color and the 
regular Gilmer trade name. This rack has done much to 
make straps a good selling article, especially in tourist 
camps over the country, and it is an excellent example 
of how far the package idea can be carried for an 


allied line.” 























SR aE ATE A IE 
| AN ADHESIVE FOR EVERY | 
MACHINE OR HAND OPERATION | 


WHAT IS 
A BARGAIN? 


Is it paying less for an 
inferior product, or is it 
not rather obtaining full 
value for your dollar? In 
this latter sense all 


ADHESIVES 


are bargains. They not 
only afford full value from 
every angle, but also be- 
cause of their uniform 
quality, they assure the 
uninterrupted  main- 
tenance of production 
schedules. 


NATIONAL 
ADHESIVES 


CORPORATION 


Home Office—820 Greenwich St., New York 


1940 Carroll Ave., Chicago—883 Bryant St., San Francisco 
15 Elkins St., Boston—1305 Germantown Ave., Philadelphia 


WORLD'S LARGEST PRODUCER 
OF ADHESIVES 


; Sales Offices in all principal cities ; 























—— 


HREE features have made SILVERSTITCH 
the most popular stitching wire for fibre and 
corrugated boxes. 

1. Accuracy in temper, width and thickness. 
2. Continuous length coils, five or ten pounds. 
3. A galvanized finish which resists rust longer 
than any other stitching wire finish. 
Try SILVERSTITCH in your own plant. Send 


for a free five-pound sample coil today. 


ACME STEEL COMPANY 


General Offices: 2840 Archer Ave.. Chicago 
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or 
novel 


ideas in 


talk over your packaging problems with our 
designers. They will gladly submit ideas ana 
suggestions to help you achieve the results 
you seek. Many outstanding molded con- 
tainers have been created and produced by 
our organization. Tell us about your product 
and requirements and you'll hear from us 
promptly. 













Chicago Molded Products Corp. 
2142 Walnut St., Chicago., Ill. 
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ROBERT GAYLORD. INC. 
GENERAL OFFICES~+*~ SAINT LOUIS 





PRINTERS’ AND ADVERTISERS TIME AND MONEY SAVING UNIFIED D SERVICE 
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HANOGRAF CORPORATION 


TWENTY-TWO THAMES STREET 
NEW YORK, N. Y. 











Your Package 


Is Your Star Salesman ee ee 


@ Arrow says, “The collar makes the man!’ “No,” says Nettle- 


ton, “it’s the shoes!’ Hart, Schaffner & Marx chimes in, “ You're 





both wrong, it’s the suit.”” 


@ Well, you pay your money and take your choice—but when 


it comes to packages, It’s the Wrap.” 


@ Take a look at the reverse side of this insert—it’s Hanograf 
Process—see the sparkle—the smart design—the freshness of 
conception and realize that this wrap on your package will 


make it outstanding in any company. 


@ Hanograf Service is available to you—designing and produc- 
tion of sales-attracting wraps, labels, display cards and direct 


mail pieces—in gold and colors. 


@ This process is permanent and extremely durable—and you 


will be agreeably surprised at the moderate cost. 





1 


THE HANOGRAF CORPORATION 


TWENTY-TWO THAMES STREET 
NEW YORK CITY 


Paper was furnished by The Marvellum Company of Holyoke, Mass., and is 
their Embassy Line of Box Papers # 720 Turquoise, as shown in book #7 




















Cornbeef and cabbage is just cornbeef and cabbage... 
but when you get it in the Walnut Room of the Bismarck 
Hotel it has a tenderness and flakiness that is like chicken 
... deliciously flavored potatoes ... and rich, sweet cab- 
bage ... it is, oh, so different. No wonder hundreds of 
guests keep coming year after year from thousands of miles 
away just to get these delicious dishes at the Bismarck. 


OTTO K. EITEL, MANAGER 


BISMARCK HOTEL 


Rooms, $2.50 up. Write for booklet with downtown map. 
RANDOLPH AT LA SALLE, CHICAGO 





Pack 
Your Products 
In Containers That 
“Speak For Themselves” 


If your products are not moving as they should-- 
try a container designed and molded by 
AUBURN -- they never have to depend ova) 
the “stock talk of a far-va: for sales : they 
speak for themselves oy their modern and 
unique design, rich coloring, and sales 
stimulating beauty. Let Auburn Container 
Engineers solve your container problems 


Write them today 


BUTTON WORks no 


AUBURN, N. Y. 


Manufacturers of Celluloid Sheets and Rods. Molders 
of Bakelite, Durez, Celluloid, Lumarith, Beetle, etc. 


How much was your loss on return goods last month ? 


What portion was due to evaporation or leakage ? 


Check this up yourself ! 


‘“FILMASEAL” —(the double seal of cap and film) has 


eliminated this loss for many well known concerns. 


Send us your package to “FILMASEAL” and return to you. 


FERDINAND GUTMANN & COMPANY 


BUSH TERMINAL NO. 19 


BROOKLYN, N. Y. 


Bottle Closure Specialists since 1890 
METAL SCREW CAPS 


SANISEAL METAL CAPS 
CROWN CORKS 
FILMASEALS 


Trade Mark Reg. 


DISTILLED WATER CAPS 
SPECIAL PURPOSE CAPS 
POUR-OUT 


Pats. Pending 
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Two Leaders Get Together! 


MENNEN, associated with 
erations — selects once 
capable of producing a 
the same spirit in which 
Leaders always look to 
A new product demands a 
the spirit of the organi- 
the quality of the product 
the cooperation of the 


tion in this important 





shaving for over two gen- 
more a manufacturer 
newly designed tube in 
it was created 

leaders for cooperation. 
new dress that will reflect 
zation back of it and also 
itself. We acknowledge 
Package Design Corpora- 


phase of the work . . . 


PEERLESS TUBES PRESERVE AND OUTLAST THEIR CONTENTS 








Tat one 


~ you mean? 


On the strength of appearance, countless first 
sales are made—and, on appearance, many 
a steady business depends. If you are even 
the slightest bit dubious about the power of 
your package, make an unbiased test for 
yourself, next time you are in a retail store. 
Can your product be singled out from the 
rest? Can you feel its sales-force even from 
the crowded shelves? If ‘‘no” is the honest 
answer to either question, your package is 
not doing a 100% effective selling job for 
you, no matter what your product may be. 


Surely these are no days to let anything hinder 
sales, especially something so basic as the 
package. Why not correct the fault at once— 
and let men who know the field help you do it? 
At the American Can Company, design and 
lithography have long been major concerns. 
Ilere, too, are skill, equipment, sales-mind- 
edness, to an exceptional degree. We have 
designed enough successful containers to 
kuow what makes a container successful. This 
knowledge, this ability, are for you — the 


moment you give the word. 


AMERICAN 
CAN COMPANY 


230 PARK AVENUE 
NEW YORK CITY 




















